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WANTED ! 

AGGRESSIVE  PISTRIBUTORS  FOR  FAWSCO  PRODUCTS! 

/J  Q>ieat  OpfM^UtuUttf  *1o^  Sell  Ame^uca'i.  Maii  CotHfUeie  Jli**e  0^  Jtome  Bea4*lipe^' 


WHO  ARE  WE? 

Fawsco  is  the  trade  name  for  the  building  specialties  division  of  Falls  Stamping  &  Welding  Co.,  a  firm  with 
more  than  thirty  years  experience  and  growth  in  designing,  engineering,  production  and  merchandising.  Two 
completely-equipped  plants  provwle  Fawsco  customers  with  i)roducts  of  consistently  high  quality. 

WHAT  DO  WE  MAKE? 

Fawsco  manufactures  a  complete  line  of  specialties  that  add  beauty,  comfort  and  convenience  to  the  home. 
Fawsco  aluminum  products  include  six  styles  of  door  canopies,  five  styles  of  window  awnings,  three  styles  of 
window  shutters,  flower  boxes  and  stove  hoods.  Fawsco  steel  products  include  porch  railings,  porch  columns, 
hose  caddy,  picnic  table  legs  and  other  items.  The  complete  Faw.sco  line  is  advertise<l  nationally  to  dealers 
and  home-owners  all  over  the  country. 

WhaPs  in  it  for  VOU? 

Plenty!  Every  Fawsco  protluct  is  designed  for  quick,  easy  installation  by  home-owners.  Each  product  is  pack¬ 
aged  for  quick,  convenient,  over-the-counter  sales.  Each  product  is  designed  to  provide  durable,  economical 
beauty  and  utility  to  any  home. 

The  net  result  of  these  facts  is  that  when  you  work  with  Fawsco,  you  work  with  a  line  of  products  that 
every  house  needs,  can  use  conveniently,  and  can  pay  for  easily.  Fawsco  products  combine  the  sales  appeal,  fast 
turn-over  and  selling  convenience  that’s  important  to  you.  When  you  work  with  Fawsco,  you’re  loaded  with 
selling  ammunition,  because  Fawsco  offers  a  complete  variety  of  products  .  .  .  there’s  nary  a  home  that  doesn’t 
need  at  least  one  Fawsco  product  .  .  .  most  of  them  need  several.  The  completeness  and  the  quality  of  the 
Fawsco  line  assures  you  of  consistent,  constantly  growing  sales  volume.  High  consumer  acceptance  has  already 
been  proved,  ready  for  you  to  cash  in  on. 

WHY  WE  WANT  DISTRIBUTORS 

The  ever  increasing  demand  for  the  complete  Fawsco  line  has  created  a  need  for  the  expansion  of  distribution 
through  a  select  group  of  progressive  territorial  accounts.  By  so  doing  we  can  assure  an  adequate  supply  of 
merchandise  (consistent  with  our  large  purchasing  facilities  and  the  availability  of  materials)  to  those  dis¬ 
tributors  who  choose  to  depend  on  Faw.sco  products  as  a  major  source  of  income. 

WHO  MAY  QUAUFY? 

You  may  qualify  as  an  exclusive  Fawsco  distributor  if  you  are  an  alert  organization  experienced  in  merchan¬ 
dising  building  specialties  items,  with  adequate  personnel  to  do  a  complete  job  in  your  area  and  if  you  are  pre¬ 
pared  to  handle  the  financial  resi>onsibility  of  stocking  and  promoting  the  complete  Fawsco  line  in  accordance 
with  the  provisions  of  our  distributor  agreement. 


If  you  are  interested — Write,  wire  or  phone  Mr.  Robert  Burns, 
Fawsco  Division,  Falls  Stamping  &  Welding  Co.,  1701  Front  Street. 
Cuyahoga  Falls,  Ohio  (Phone  Wallbridge  1191)  for  complete  details 
of  our  distributor  agreement. 


SEK  A  COMPLETE  SELECT IO\  OF  FAST- 
MOFiyC  F4ff  SCO  PRODI  CTS  /\  THE 
4in'ERTrSEME\T  0\  OPPOSITE  PACE. 
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Weather-Wise 

- WINDOWS  INCORPORATED - 

Sold  S^^C4>UlA44AeJ4f  ^Un0444fU 
Dealers  and  Manufacturing  Distributors 


Introduce  the  1931  Window  Sensation 

DUO-BILT! 


DU0-BILT-M«  Only 
Window  in  0  finishes 


1.  Standard  Redwood 

2.  Self-Cleaning  White 

3.  Silver  Gray 


4.  Rustic  Blend 

For  Ranch  Homes 


Distributor  and  Dealer  Inquiries  Invited 

WEATHER-WISE  WIHDOWS,  Inc. 


237  E.  PROSPECT 


ALLIANCE,  OHIO 


COMBINATION  WINDOWS 

Combines  the  Finest  Features  of 

*  Eternal  California  Redwood 

— 3-inch  Weatherstripped  Redwood  Frame 
overlaps  primary  window  frame 

*  ALCOA  63ST5  Aluminum 

— Self-Storing,  Removable  Glass  and 
Screen  Inserts,  with  plastic  screen. 

(Inly  Duo-Bill  I'oinbination  windows,  inrorporale  thr 
arrrplrd,  permanrnl  beauty  of  tbe  redwood  frame  witb 
interrhaniieable,  M-lf  ^torin|;  aluminum  xrreen  and  win¬ 
dow  insert;-  Duo-Kilt  window;  are  made  to  fit — yet  allow 
for  ;a|t|!in|(  or  rhanicina  ;hape-  of  primary  window  frame;. 
Priced  HF.LOV  most  current  window  prices. 


REGAL 


Exclusive  C-THRU  Features 


Yes,  the  PACKAGED  PACE-SETTER  that  amazed  the  indus¬ 
try  last  year  is  now  arrayed  in  GAY  COLORS!  That  means 
even  MORE  SALES  for  this  revolutionary  ALUMINUM 
AWNING  that  can  be  assembled  in  minutes. 

C-THRUS  come  in  four  BAKED  ENAMEL  COLORS  that  will 
wilt  the  sales  resistance  of  any  proud  homeowner.  What's 
more  . . .  your  customer  gets  complete  LIGHT,  ond  perfect 
VENTILATION.  It's  a  PROFIT  WINNER  any  way  you  look 
at  it.  Write  for  full  particulars  TODAY  . . .  see  how  YOU 


WINTER 

WHITE 


BISCAY 

BLUE 


GARDEN 

GREEN 


can  cash  in  on  this  sure-fire  sales  item! 


LIGHT 


\/PKITIi  ATiriKI 


Available  in  30  standard  sixes 
and  7  color  combinations. 

JOBBERS;  Write  or  wire  immediately  for  further  information. 
DEALERS;  Contact  us  for  location  of  your  nearest  jobber. 


C-THRU'S  palantad  curved  C-THRU'S  engineered  leuvere 

leuverc  break  up  harsh,  out-  keep  the  tun  away  from 

tide  light  which  enters  your  your  windawt,  and  allawt 

room  soft,  glarelett  and  dif-  complete  air  circulation.  No 

fused.  No  mere  dreary  dead  air  pockets  meant  tern- 

reams  with  this  exclusive  peratures  lowered  at  much 

feature.  at  17  degrees. 


C-THRU  ALUMINUM  AWNING  CO.  •  424  W.  11th  ST.  •  LOS  ANGELES  1 5,  CALIF. 
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non-hardening... 
non-staining... 
adheres  to  any 
surface 


joitrouijw 

in  a  “'"P'Jjite  for  the  name  of 


ALBAR  PAINT  A  VARNISH  CO 

MonufoctwrBrs  of  Tochnicol  Products 

2612-26  N.  Martha  Stroot  •  Philodolphia  25,  Pa. 


AIRFLOW 

Aluminum  Awnings  &  Canopies 


Permanent  *  No  Maintenance 
Architecturally  Balanced 

For  all  residential  and  commercial  buildings.  Beauty 
and  protection  in  attractive  colors. 

Exclusive  distributor  franchises  still  available  in  some 
localities. 

NEW  ALUMINUM  ARTS  INC. 

530  N.  Drennan  St.  Houston,  Texas 


The  1951  Edition  of 

ROOFING,  SIDING  and 
BUILDING  SPECIALTIES  MANUAL 

“Worth  its  weight  in  gold." 

“We  think  your  Manual  is  terrific." 

“The  Bible  of  the  Industry." 


Don't  Miss  These  Important 
Articles  in  the  1951  Edition: 

★  COMPLETE  SECTIONS  ON  SI0IN6,  BUILT 
UP  ROOFING.  STEEP  ROOFING.  FLASHINGS. 
ETC.,  INCLUDING  THE  LATEST  APPLICATION 
TECHNIOUES. 

ir  ARTICLES  ON  SUCH  DIVERSE  AND  IMPOR 
TANT  TOPICS  AS  MANAGEMENT,  NAILS. 
NEW  TOOLS  AND  PRODUCTS. 


Those  ore  iust  a  few  of  the  com¬ 
ments  the  1950  edition  produced. 

Order  $  Q.00 
Now  IP  Postpaid 


AMERICAN  ROOFER 

425  —  4th  Aee..  New  York  18.  N.  T. 

PlvoM  Mod  m* . copiM  ei  d>«  1S51 

Roofing,  Siding  and  Buiiding  Spociaitioi  MonuoL 

NAME .  TITLE . 

COMPANY  . 

ADDRESS . 


COMPLETE  DISCUSSION  OF  SUCH  SPECIALTY 
ITEMS  AS  COMBINATION  WINDOWS.  ALUMI 
NUM  AWNINGS.  METAL  TILE.  ETC. 

COMPLETE  SECTIONS  ON  SELLING.  TRAIN¬ 
ING  SALESMEN.  ADVERTISING.  BUILDING 
YOUR  VOLUME,  etc. 


Order 
Your  Copy 
NOW ! ! ! 


January,  1951 


Sell  Kaiser  Aluminum  Shade  Screen¬ 
ing!  It’s  the  new,  \o-w-qosi,  fast-sell- 
tug  cooling  device  with  the  highest 
mark-up  of  any  screening  on  the 
market! 

It’s  screening,  yes.  But  it  shades,  cools 
and  protects,  as  well  as  screens!  Kaiser 
Aluminum  Shade  Screening  lowers 
temperatures  of  hottest  rtwms.  Keeps 
rooms  light  and  airy.  Assures  daytime 
privacy  without  blocking  the  view! 


Folks  inside  can  see  om/... neighbors 
can’t  see  ini 

Tiny,  one-inch  wide  louvers  do  the 
trick!  They’re  set  at  an  angle  against 
the  sun,  block  the  sun’s  hot  rays.  No 
moving  parts,  nothing  to  get  out  of 
order. 

Kaiser  Aluminum  Shade  Screening 
is  made  of  highest  grade,  strong 
aluminum.  Can’t  rust  or  wear  out. 
Never  needs  paint.  Handsome! 


Do«s  the  work  of  Vonetion  blinds,  plus  ownings,  plus 
insoct  scrooning  ...  at  on«-t«nth  the  cost  of  all  three  I 


b/iiril/iiiHf 

SHASi  SCIH*"** 


LOTS  OF  SALES  TOOLS! 


There’s  a  dealer  cooperative  ad¬ 
vertising  allowance  for  Kaiser  Alu¬ 
minum  Shade  Screening!  And  free 
dealer  advertising  mats  that  create 
sales  for  you! 

Other  merchandising  helps  are 
available,  too— including  a  convinc¬ 
ing  demonstrator  for  your  salesmen. 

Kaiser  Aluminum  Shade  Screening 
is  available  in  regular  or  tension 
frames  from  sash  and  screen  manu¬ 
facturers,  and  in  50-foot  roils  from 
jobbers. 


(  Take  this  first  step 
to  higher  profits  right  now: 

Fill  in  and  mail  the  coupon  at  right. 
You’ll  get  an  AIA  file  and  the  name  of 
your  nearest  manufacturer  or  jobber. 


SHADE  SCREENING 


PleoM  sand  m*  on  AlAfil*  ond  tha  noma  of  tha  naorast  man- 
ufacturar  or  jobbar  of  Koisar  Aluminum  Shoda  ScraaninQ. 


Ks'sar  Aluminum 
t  Chemical  Sales,  Inc. 

Kaiser  Buiding 
Oakland  12,  Califomia 

I'd  like  to  sell  the  cooling 
device  vrith  the  highest 
mark-up! 


STREET 


ZONE 


STATE 
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Delivery  Time? 
Construction  Details  ? 
Operating  Features? 
Installation  Costs? 


lid 


Woioe^U!^ 

COMBINATION 
STORM  SASH -SCREEN 
and  DOORS 


NOW  IS  THE  TIME  TO 
INVESTIGATE  THE  BIG 

PROFITUNITY 


Wh»  Lm.t  your  ^a\e^  »o  DH  com. 
binot.on  wmciovvv  clone  when 
HovPi  Wolverine  o«er$  you  com- 
bmof.on  doori  casement  storm 
sash  anci  combmotion  basement 
wincJows  too’  All  hove  sales  con- 
iltuiiion  ond  operating  (eoturei 
Ihcit  home  owners  <anci  deolers 
solesmen  ond  instollers)  like 

Offer  o 

COMPLETE  LINE, 

the 

HAYES-WOLVERINE  LINE 

and  bfooden  you»  opportunities 
and  earnings 


■IL  :  it . 


TIm  only  complola  propram  ovor  otiorod 
to  OMuro  tiKcou  of  ovory  dooloet  bv«i- 
noM.  A  corofvlly  plonnotl,  (top  by  stop 
propram  for  (alo(,  promotion  and  in* 
(taHcrtion  it  provMod.  Wo  fumbh  RHD 
ASSinANCi  and  SUPERVISION  by  mon 
wMi  pbnty  of  ttorm  window  oxpori* 
onco  and  "knowebow." 


'Sa-ie*H€nt4  f[  \r  .'i  y 

- 


W.re  or  phone  NOW  lor  \/ 

Oral-,  frnnchtse  Inlorma 
t  on  and  l.terolure 


January,  1951 
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On  tlie  House  . . . 


rpHIS  department  has  watched 
with  interest  the  many  predic¬ 
tions  about  the  new  construction 
market  for  1951.  For  many  dealers 
this  is  and  has  been  an  important 
source  of  profits.  Most  forecasts 
have  been  cautious  and  conserva¬ 
tive  with  businessmen  expecting  a 
drop  in  new  houses  to  500,000 
while  Washington  thinks  the  fig¬ 
ure  will  be  SOO.OOO.  Even  if  only 
800,000  homes  are  built  this  will  be 
more  than  those  built  in  20  of  the 
past  thirty  years  since  1920-  As 
W.  H.  Upson,  Jr.,  president  of  the 
Upson  Co.,  points  out,  '*even  this 
lesser  volume  will  afford  a  healthy 
nucleus"  for  the  industry.  And  as 
Mr.  Upson  says,  the  Government 
may  liberalize  Regulation  X  if  the 
next  three  months  should  prove 
that  this  restriction  is  too  severe. 


A  monthly  magazine  for  Hie  dealer  who  sells  and  installs 
home  and  industrial  accessories. 


VOL.  3 


JANUARY,  1951 


CONTENTS 
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SellinK  Shower  Doors  . 
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Radio  Advertising 


1.1 


An  important  factor  in  future 
business  which  every  dealer  should 
keep  in  mind  is  the  $3  billion  de¬ 
fense  housing  program  which 
Washington  is  now  preparing. 
Hearings  on  this  will  begin  Jan. 
15  and  the  bill  is  expected  to  be  be¬ 
fore  the  Senate  by  Feb.  5th.  Spe¬ 
cial  FHA  insurance  will  be  avail¬ 
able  for  both  one  and  two-family 
homes  as  w’ell  as  garden  apart¬ 
ments.  While  this  will  be  allocated 
to  defense  indu.stry  areas,  these 
are  now  widely  scattered  over  the 
country,  and  many  dealers  may 
find  this  new  con.struction  a  source 
of  profits. 

*  *  * 

Specialty  dealers  will  also  profit 
from  the  efforts  of  builders  to  sell 
homes  by  stressing  specialties.  In 
a  statement  which  recently  ap¬ 
peared  in  the  New  York  Times, 
George  H.  Beckmann,  a  New  Jersey 
realtor,  urged  builders  to  include 
such  items  as  attic  fans,  bathroom 
fans,  aluminum  awning.s,  and  out¬ 
side  Venetian  blinds  (jalousiets) 
which  keep  summer  heat  off  win¬ 
dows.  These  are  all  building  spe- 
(Contimied  ov  Page  24) 
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lURRHER 

Uleather- master 

Combinations  and  Doors 

Hr  DOUBLE  HUNG  UNITS 
'k  CASEMENT  UNITS 
k  DOORS 


i 


TlecuLf 

WARNER  IS  ABOUT  TO  OFFER 

LOWEST  PRICED 

Sliding  Casement 
Primary  Windows 


lU  R  R  n  E  R 

Uleather- master 


ia 


EXCLUSIVE 

DISTRIBUTORSHIPS 

AVAILABLE 


?  YOU  BETI 

Warner  Weather-Master  Combinations  outshine,  outvalue,  outsell  the 
entire  field.  They're  priced  right,  have  a  good  profit  margin  and 
Warner's  advertising  has  made  the  public  Warner-conscious.  This  com¬ 
bination  of  sales  producing  features  can  only  mean  handsome  profits 
for  the  Warner  dealer. 

AND  HOW! 

Warner  Weather-Master  Combinations  and  Doors  are  master-crafted 
from  the  finest  quality  extruded  aluminum  .  .  .  grade  63S-T5,  especially 
treated  for  extra  hardness.  Warner  Units  are  spot  welded  too,  and 
contain  many  other  exclusive  features  including  the  RED  PUSH  BUTTON 
for  ventilation  control  (an  original  Warner  creation).  Warner  units  are 
quality  units  at  a  popular  price.  Doors  are  made  with  non-sagging, 
unbreakable  gussets. 

CERTAINLY! 

Warner  offers  complete  and  friendly  cooperation  with  its  dealers;  Radio, 
Newspaper  and  Magazine  advertising  to  help  secure  leads;  dramatic 
promotional  and  demonstrational  material  to  add  that  extra  punch  in 
making  sales;  field  service  and  cooperation  all  along  the  line. 

WARNER  WEATHER-AAASTER 
ALUMINUM  COMBINATIONS  AND  DOORS 
ARE  MANUFAaURED  BY 

WARNER  MFG.  CORP..  JERSEY  CITY.  N.  J. 


lanuury,  1951 
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Business  Is  Prosperous  But 


Shortages  Create  Uncertainty 


Tight  metal  situation  worries  specialty  field 

but  $3  billion  defense  housing  program,  high  wage 

and  employment  levels  brighten  the  picture 


IF  you  find  yourself  confused  and 
baffled  by  the  present  condition 
of  business,  you  can  be  sure  that 
you  are  not  alone  in  this  situation. 
Not  since  the  end  of  World  War  11 
has  it  been  so  difficult  to  make  a 
reasonable  prediction  as  to  the 
future  course  of  business.  The  sup- 
po.sed  aim  of  the  Government  is  to 
rearm  without  disrupting  our  econ¬ 
omy.  Unfortunately,  rearming  dur¬ 
ing  peacetime  is  not  an  easy  task 
and  there  can  be  no  doubt  that  in 
some  industries  the  sudden  curtail¬ 
ment  of  various  materials  for  civil¬ 
ian  use  is  creating  haviK-. 

The  sudden  restrictions  on  alu¬ 
minum  and  the  ultimate  fate  of 
such  products  as  aluminum  awn¬ 
ings  and  combination  windows  and 
doors  is  a  big  source  of  anxiety 
to  building  specialty  dealers  and 
manufacturers.  Ju.st  what  will  hap¬ 
pen  to  these  two  important  spe¬ 
cialty  items  was  .still  uncertain  at 
the  time  this  article  was  being 
written.  There  have  been  .several 
rumors  to  the  effect  that  awnings 


and  windows  are  on  the  list  of 
articles  which  cannot  be  made  of 
aluminum.  But  experience  with 
Washington  rumors  and  “inside 
dope”  indicates  that  such  informa¬ 
tion  is  often  unreliable  and  the 
only  thing  that  can  be  done  at  pres¬ 
ent  is  to  wait  and  see. 

What  Dealers  Say 

Meanwhile  most  dealers  report 
that  they  are  able  to  .sell  all  the 
products  that  they  can  lay  hands 
an  and  that  the  public  is  eager  to 
buy  home  improvement  items.  De.s- 
pite  the  inflation  that  keeps  slowly 
but  .steadily  increasing,  home  own¬ 
ers  do  have  money  and  are  willing 
to  spend  it.  Employment  is  at  an 
all  time  peak,  wages  are  high  and 
creeping  higher,  and  while  .savings 
have  dipped  down  .somewhat  as  a 
result  of  .soaring  price.s,  they  are 
still  at  a  relatively  high  level.  In- 
du.strial  production  is  zooming  as 
manufacturers  trj'  to  get  in  as 
much  civilian  production  as  pos¬ 
sible  before  shortages  of  materials. 


particularly  of  metals,  gets  too 
severe. 

Home  construction  is  ex{)ected 
to  drop  down  to  between  500,000 
and  800,000  becau.se  of  Regulation 
X  restrictions  on  credit  although 
this  is  still  a  respectable  amount  of 
construction  and  will  afford  a 
healthy  market  for  tho.se  dealers 
interested  in  the  new  construction 
field.  One  bright  note  is  the  im¬ 
pending  bill  in  Congress  for  $3 
billion  to  carry  on  the  FHA.  The 
President  will  determine  how  much 
of  this  is  to  be  u.sed  for  defense 
housing.  Senator  Maybank  of  the 
Senate  Banking  Committee  made 
it  clear  that  defen.se  housing  will 
get  the  lion’s  .share  of  this  sum. 

It  is  very  po.ssible  that  while 
certain  specialties  may  not  be  avail¬ 
able  for  ordinary  homes  because  of 
restrictions  on  metals,  the.se  same 
restrictions  may  not  apply  to  de- 
fen.se  housing  which  will  not  be 
cla.ssed  as  “civilian”  but  as  a  mili¬ 
tary  necessity.  Dealers  will  then 
find  a  sub.stantial  amount  of  busi- 
(Cnntiuved  on  Page  24) 
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Taking  measurements  properly  is  an  important  part  of 

Selling  Shower  Doors 


By  R.  C.  GRAVER 
Sales  Promotion  Mgr. 
Shower  Door  Co.  of  America 

Numerous  dealers  are  realiz¬ 
ing  good  extra  profits  from  the 
sale  of  glass  shower  doors  and  bath¬ 
tub  enclosures,  and  are  becoming 
more  interested  in  sales,  measuring 
and  installation  CLINICS  for  their 
salesmen  and  installation  mechan¬ 
ics.  Such  clinics  are  being  conduc¬ 
ted  throughout  the  country,  but  a 
.salesman  can  be  given  a  few  brief 
pointers  which  will  enable  him  to 
furnish  proper  dimensions.  An  in¬ 
stallation  mechanic  can  glance  over 
the  illustrated  instruction  sheet  for 
in.stalling  doors  and  enclosures  and 
make  an  excellent  installation. 

Measuring  for  shower  doors  and 
tub  enclosure  installations  has  be¬ 
come  so  simplified,  it  is  imperative 
that  salesmen  take  these  measure¬ 
ments  at  the  time  of  closing,  both 
for  economy  and  speed  of  delivering 
final  installation. 

Shower  doors  and  tub  enclosures 
are  now  engineered  with  adjustable 
features.  Ninety  per  cent  of  instal¬ 
lations  can  be  made  from  your 
standard  stock  items,  therefore,  if 
your  salesmen  bring  in  measure¬ 
ments  with  their  orders,  approxi¬ 
mately  90%  of  their  sales  can  be 
installed  immediately  if  their  mea.s- 
urements  are  near  accurate.  I  un¬ 
derscore  “near”  because  minor  ad¬ 
justments  may  be  made  on  the  job 
by  the  installation  mechanic. 

In  making  measurements,  it  is 


necessary  to  have  an  “inside  rule,” 
preferably  a  LUFKIN  wooden  rule 
with  inserted  steel  extension.  There 
are  times  when  a  “straight-edge”  is 
neces.sary,  but  a  straight  object  can 
always  be  found  around  the  cus- 


A  modern  shower  door  with  an  at¬ 
tractive  design  etched  on  the  glass. 


turner’s  house. 

The  measuring  for  a  shower  door 
consists  of  taking  3  wall-to-wall 
measurements:  Top,  center  and 
bottom.  If  the  wall  jambs  are  tiled 
and  do  not  extend  to  the  top  of  door, 
a  “straight-edge”  is  used  to  deter¬ 
mine  the  necessary  thickness  of 
metal  channel  “filler.” 

The  installation  of  shower  doors 
is  foolproof.  Shower  door  jambs  are 
factry  drilled  and  used  as  templates 
by  the  mechanic  for  marking  walls 
for  drilling.  A  i/i"  carbide  tipped 
drill  bit,  used  in  a  hand  drill,  is  rec¬ 
ommended.  Hole  plugs  and  adjust¬ 
able  jamb  spacers  are  furnished  in 
every  installation  package.  Instal¬ 
lation  time:  1  hour. 

The  measuring  for  a  recessed  tub 
enclosure  consi.sts  of  taking  2  wall- 
to-wall  measurements:  Top  and 
bottom.  The  measuring  for  “fillers,” 
if  neces.sary,  is  identical  to  measur¬ 
ing  for  shower  door  “fillers.” 

The  installation  of  recessed  tub 
enclosures  is  even  simpler  than 
shower  doors.  They  are  now  design¬ 
ed  so  that  all  parts  interlock.  NO 
DRILLING  OF  TUB  OR  WALLS 
IS  NECESSARY.  One  hack.saw  cut 
of  the  header  and  guide  is  made 
(this  can  be  done  in  your  shop).  A 
waterproof  mastic  is  furnished 
with  the  in.stallation  package.  This 
mastic  adheres  the  bottom  guide  to 
the  tub  rim,  and  also  the  side  jambs 
to  the  w’alls.  The  two  glass  panels 
are  suspended  from  the  header, 
which  automatically  slips  over  the 
wall  jambs.  In.stallation  time:  45 
minutes. 


January,  1951 
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TN  considering  methods  of  effec- 
-*■  lively  promoting  dealer  products 
and  services,  special  care  must  be 
given  to  the  question  of  Radio  Ad¬ 
vertising — and  its  spe-’tacularly- 
growing  offshoot,  Television. 

Actually,  the  average  dealer 
should  .spend  a  good  bit  of  time 
thinking  about  air  promotions,  for 
they  tend  to  be  costly,  of  limited — 
though  powerful — effect  and  may 
sometimes  do  more  harm  than  good 
for  the  adverti.ser,  if  not  carefully 
prepared. 

This  is  not  to  be  taken  as  a  blan¬ 
ket  indictment  of  Radio  or  Televi¬ 
sion  publicity.  Rather,  it  is  a  cau¬ 
tion  to  u.se  these  powerful  media  ef¬ 
fectively.  The  dealer  with  a  limited 
budget — and  who  hasn’t  one,  these 
days'? — should  e.xamine  most  care¬ 
fully  the  po.ssibilities  of  air  adver¬ 
tising,  always  remembering  that 
the  air  dollar  prevents  the  u.se  of 
the  money  for  other  types  of  pro¬ 
motion  perhaps  better  suited  to  the 
business. 

Golden  Moment 

Advertising  in  newspapers  or 
magazines  has  the  advantage  of  be¬ 
ing  pernmnent,  to  a  greater  degree. 
The  me.s.sage  mi.s.sed  the  fir.st  time 
.still  remains  in  e.xistence  for  later 
attention.  In  Radio,  the  Gk>lden  Mo¬ 
ment  pa.s.ses  swiftly.  Television 
gives  the  added  benefit  of  I'ismI 
action  as  well  as  .sound,  but  the  im- 
l>act  on  the  prospect  is  akso  fleeting. 
Still,  the  huge  audience  reached  of¬ 
ten  brings  better  re.^ults  from 
broadcasts  than  printed  material. 

Of  cour.se,  the  best  .set-up  of  all  is 
to  have  a  well-rounded  program 
embracing  every  type  of  promotion 
activity  possible.  A  completely- 
planned  .schedule  need  not  be  a  big- 
money  one,  but  it  may  do  a  compre¬ 
hensive  job  for  the  dealer  who 
“plans  his  work  and  works  his 
plan.” 

In  examining  the  possibilities  of 
air  advertising,  the  dealer  who 
takes  the  trouble  to  examine  every 
aspect  of  the  proposition  will  be  the 
one  who  comes  out  ahead,  every 
time. 


Raise  Your  Sales  With 
RADIO  Advertising 


Putting  your  product  on  the  air  can  increase 
your  business  volume  but  it  must  be  done 
properly  to  avoid  wasting  money. 


,J u.st  as  there  are  right  and  wrong  . 

ways  to  do  everything,  from  ham-  By  MARK  G.  GILBERT 

mering  nails  to  driving  locomotives.  Advertising  Director 

there  is  a  right  and  a  wrong  to  Ra-  Screens  &  Fabricated  Metals  Corp. 
dio  and  TV  advertising.  Perhaps  — . . 

the  best  thing  to  do  is  to  a.-^k  your-  fore  going  to  work,  generally  lis- 
.self,  “What  kind  of  announcement  tening  to  the  radio  over  his  second 
would  appeal  to  ME?”  Now,  that  cup  of  coffee.  An  effective  .selling 
doe.sn’t  mean  you  have  to  get  Milton  message  beamed  at  this  time  will 
Berle  to  sell  storm  .sash.  The  most  often  bring  results  equal  to  or  bet- 
ambitious  project  you  would  under-  ter  than  evening  time,  and  usually 
take,  mo.st  probably,  would  be  a  at  some  reduced  cost, 
sharing-spon.sorship  of  a  station  This  is  only  one  of  the  ways  in 
production.  But  there’s  no  need  to  which  costs  may  be  reduced.  There 
go  even  to  that  type  of  expen.se,  to  are  others.  Requesting  your  local 
get  results.  station  to  keep  you  in  mind  when 

Unle.ss  your  product  is  one  that  .special  “deal.s”  on  spot  announce- 
will  appeal  exclusively  to  women,  ments  are  available,  is  one  way  of 
>ou  will  want  to  reach  the  wage-  beating  the  cost  bogey.  Sometimes  a 
earner  himself.  That  means  ar-  package  deal  is  developed  in  w^hich 
ranging  for  broadca.st  time  when  non-competing  firms  may  be  of- 
the  man  of  the  hou.se  is  at  home,  fered  an  opportunity  to  participate 
Unfortunately  for  the  limited-bud-  in  a  program  of  general  intere.st — 
get  adverti.ser,  that  is  considered  such  as  a  “Handy  Andy”  presenta- 
“A”  time:  the  be.st,  and  therefore  tion  attractive  to  home  owners — at 
the  mo.-^t  expensive.  Evening  “A”  a  reduced  rate.  Usually,  there  are 
time  is  the  gilt-edged  .selection;  several  such  deals  on  the  fire,  but 
however,  more  and  more  attention  you  have  to  ask  for  them.  The  sta- 
is  being  paid  to  morning  advertis-  tion  is  not  overlooking  its  chance 
ing  .scheduled  for  the  time  when  the  to  get  rid  of  its  most  expensive 
man  of  the  hou.se  is  still  home  be-  {Continued  on  Page  32) 
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For  extra  weather- tightness,  it  is  recommended  that  a  layer 
of  asphalt  felt  be  applied  between  the  shingles  and  the  wood 
sheathing  or  old  sidewalls,  joints  should  be  protected  by 
felt  backed  strips. 


Assn 


Photos  courtesy  Asbestos  Cement  Prod. 


How  To  Install 


Asbestos  .siding  should  be 

stored  carefully,  on  edge,  in  a 
dry  place  or  on  planks  at  least  four 
inches  off  the  ground  and  covered 
with  waterproof  paper  or  a  tar¬ 
paulin  to  protect  it  fully  from 
moisture  and  dampness. 

The  usual  precautions  taken  to 
protect  finishing  building  materials 
from  roof  drainage  water  and  from 
water  running  over  unprotected 
metal  or  wood  parts  of  a  building 
apply  to  asbestos  siding.  Any  sid¬ 
ing  should  be  laid  in  dry  weather 
and  a  given  wall  area  —  from  ba.se 
to  top  —  completed  as  quickly  as 
{Mssible.  Wood  trim  should  be 
given  at  least  a  prime  coat  of  paint. 
Gutters  and  metal  work  should  be 
in  place.  After  application  of  asbes¬ 
tos  siding  the  same  care  should  be 
taken  as  that  given  any  other  ma¬ 
terial. 

Nails,  brackets,  etc.,  which  are 
liable  to  ru.st,  should  be  painted  or 


otherwise  protected  to  avoid  .stain¬ 
ing  from  this  source.  All  metal, 
particularly  copper,  u.sed  for  flash¬ 
ings,  downspouts,  gutters,  .screens, 
etc.,  should  be  initially  and  periodi¬ 
cally  painted  w'ith  spar  varnish  or 
given  .some  other  protective  treat¬ 
ment  to  prevent  staining  of  siding. 

Asphalt  Saturated  Felt 

Remember  that  siding  .shingles 
are  for  vertical  side  walls  onh). 
They  are  not  designed  for  roof  sur¬ 
faces. 

A  layer  of  waterproof  felt  or 
waterproof  backing  board  should 
be  applied  to  the  area  to  be  sided 
before  the  asbestos  siding  is  put 
on.  It  is  recommended  that  asphalt 
saturated  felt  be  used  as  an  under- 
layment  for  asbe.stos  siding  shin¬ 
gles  in.stead  of  tar  saturated  felt. 
Tar  saturated  felt,  it  has  been 
found,  can  promote  some  staining. 


Joints  are  protected  by  the  use 
of  felt  backer  .strips,  furnished  with 
each  square  of  shingles.  When  re¬ 
siding,  1  lb.  of  2  inch  galvanized 
needle-point  nails  per  square  are 
required  for  head  nailing;  over 
new  work,  ^  lb.  of  ILj.  inch  nail.- 
Face  nails  are  supplied  by  the  sid¬ 
ing  manufacturers.  Head  nails  are 
purcha.sed  separately. 

Asbe.stos  caulking  putty  should 
be  applied,  before  the  siding  is 
placed,  at  all  mitred  corners  and 
wherever  the  siding  butts  against 
wooden  trim,  masonry  or  other 
materials.  Care  should  be  taken  in 
applying  the  putty  to  avoid  smear¬ 
ing  the  face  of  the  siding. 

In  using  a  shingle  cutter  on  a 
job,  wa.ste  is  avoided  and  a  more 
efficient  job  is  po.ssible  if  the  cutter 
is  tested  before  .starting.  Cut  a  sid¬ 
ing  piece  in  half  lengthwise  and 
examine  both  parts  for  cracks.  If 
cracks  are  found,  a  little  more 


J 


Wood  grain  textured  sur¬ 
face  with  wavy  butt  line. 

Direction.s  for  applying  and  nail¬ 
ing  are  given  with  each  bundle  of 
.siding.  These  may  vary  slightly 
with  the  products  of  the  various 
manufacturers. 

A  common  procedure  is  to  start 
by  nailing  a  cant  strip,  t  j.  inch  x  1 
inch,  to  the  bottom  of  the  wall  to  be 
sided.  This  gives  the  siding  a  slight 
cant  and  adds  to  its  appearance. 
The  be.st  practice  is  to  snap  a  chalk¬ 
line  for  the  top  of  each  course.  This 
chalkline  should  l)e  ab.solutely  level. 
Each  chalkline  should  be  continued 
all  ariHiiul  the  houne.  This  is 
especially  important  for  the  first 
course,  because  it  is  the  only  way 
to  assure  a  correct  and  accurate 


Smooth  surface  siding  with  Tapered  line  textured  sid-  Textured  surface  with 
wavy  butt  line.  ing  with  straight  butt  line.  staggered  butt  line. 

opening  is  required  between  the  and  the  sheathing  covered  with 
knives.  When  cutting  requires  too  asbestos  felt  or  asphalt  .saturated 
much  pressure,  the  knife  edges  rag-felt.  When  nailing  strips  are 
should  be  slightly  closer.  used,  they  should  be  either  1  inch 

,  ...  1  .u  •  i.-  X  2  inch  or  1  inch  x  3  inch.  Nailing 

In  re-siding  w’ork,  the  existing  ^  ,  ,  .  . 

,,  ,  u  u  u  iu  strips  al.so  mav  be  u.sed  when  ap- 

wall  surfaces  should  be  as  smooth,  ,  .  .  , 

,  ,  ,  .  ui  All  p  ving  asbestos  siding  over  gypsum 

plumb  and  true  as  po.ssible.  All  ,  ,  *  au- 

,  u-  1  1  1  j  A  or  insulating  board  sheathing.  They 

loose  shingles,  clapboards,  etc.,  ,  ,  .  .au  au  a 

,  , ,  ,  ,  1  j  o  1  j  niav  be  placed  either  on  the  exter- 

should  be  .securely  nailed.  Beveled  .  '  *  ^  ,  au- 

...  1  ,,  J  lor  surface  of  the  sheathing  or 

wood  strips,  commonlv  called  .  .a  ala.  u 

n  A.  >.  .  A  •  ui  under  it.  Care  must  be  taken  when 

hor.sefeathers,  are  obtainable  —  ai_  m-  a  •  •  i 

,  Ai  ,  1-  J  A  1  1  putting  the  nailing  strips  in  place 

and  the.se  can  be  applied  to  level  up  T  .  a.  a  au  -i  j 

,,  ,,  A,  to  make  certain  that  the  nails  u.sed 

the  wall  surfaces.  a  u  u  u  a  -j-  -n  u  a 

to  hold  asbe.stos  siding  will  hit 

When  exi.sting  siding  has  thick  them.  It  is  usually  better  to  put  on 
butts,  it  may  be  necessary  to  apply  the  nailing  .strips  as  the  job  pro- 
two  layers  of  beveled  strips  at  grosses,  so  that  inequalities  in  spac- 
some  course  lines  to  provide  a  .solid  ing  may  be  adjusted. 


Asbestos  Cement  Siding 


Where  the  use  of  asbe.stos  siding  meeting  and  mitering  of  each 
over  old  sidings  brings  the  finished  course  at  the  corner  of  the  struc- 
wall  surface  out  beyond  existing  ture.  If  a  chalkline  is  snapped  for 
window  and  door  frames,  new  staff  the  starting  course  only  and  sue- 
moulding  should  be  provided.  ceeding  courses  are  permitted  to 

Adequate  flashing  should  be  ap-  be  automaticall.v  spaced  b.v  the  face 
plied  over  all  window  and  door  nailing,  it  is  likely  that  .some  inac- 
openings  and  a  suitable  drip  edge  curacies  will  occur, 
provided  under  all  openings.  (Continued  on  Page  22) 

DratnHQs  and  photos  couttesy  .-ishestos  Cement  Prod.  Assn. 


bearing.  Lap  the  ends  of  beveled 
strips  at  building  corners. 

When  stucco  walls  are  in  good 
condition,  asbestos  cement  siding 
can  be  put  on  over  the  stucco  by 
first  applying  wood  nailing  strips. 
If  the  .stucco  is  not  in  good  condi¬ 
tion  it  should  be  removed  —  also  all 
nails,  wires  or  other  projections  — 


Corner  boards,  as  shown 
above,  protect  the  siding 
shingles  against  damage 
from  hard  knocks. 


Asbestos  siding  itself  can  be 
used  for  corner  treatments 
by  alternating  shingles  in 
“log  cabin”  style. 


Another  variation  is  to  ap¬ 
ply  pre-finished  metal  corner 
beads  before  the  Asbestos 
Cement  shingles  are  put  on. 
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Kitchen  show  room  of  the  Oliver 
Equipment  Sales  Co.  of  Philadel¬ 
phia,  Pa.  emphasizes  spaciousness 
and  convenience  for  customers. 
Note  variety  of  floor  designs  to 
harmonize  with  different  kitchens. 


3  Vital 


Points  Sell  Kitchens,  Says  Dealer 

A  convenient  show  room,  proper  understonding  of  decorator's  colors, 
and  a  knack  for  selling  women  are  needed  for  success  in  this  field 


By  WILLIAM  E.  SHEPPARD 
Special  Correspondent 
Building  Specialties 


Harry  d.  Oliver,  jr.,  since 

startinsr  in  the  kitchen  field 
in  1928,  has  seen  his  business,  the 
Oliver  Equipment  Sales  Company, 
grow  from  a  struggling  infant  to 
an  established,  successful  concern 
whose  “Kitchens  by  Oliver”  have 
been  installed  in  a  substantial 
amount  of  Philadelphia’s  finer 
homes. 

Back  in  the  late  twenties,  when 
the  kitchen  specialist  was  just 
coming  on  the  business  scene, 
about  all  that  a  man  needed  was 
some  carpentry  experience  and  a 
gift  of  gab.  Today,  says  Mr.  Oli¬ 
ver,  these  factors  are  necessary  for 
success  in  the  kitchen  business: 

1.  A  convenient  showroom  where 
prospective  customers  can  see  sam¬ 
ple  kitchens. 


2.  The  dealer  and  his  .salesmen 
mu.-t  be  color  conscious. 

3.  The  dealer  and  his  .salesmen 
must  have  the  knac.<  of  selling  wo¬ 
men  succe.ssfully. 

A  good-sized  showroom  is  a 
must,  according  to  Oliver,  becau.se 
of  the  extensive  line  of  cabinets 
and  acce.'sories  which  kitchen 
equipment  manufacturers  provide. 
In  his  showroom  Oliver  has  four 
kitchen  displays  and  feels  that  any 
le.ss  would  hurt  his  .sales.  The.se 
displays  show  the  different  colors 
available  but,  more  important, 
they  provide  enough  cabinet  space 
to  present  all  the  accessories — the 
items  which  “build-up”  a  sale. 

Speaking  of  his  showroom,  Mr. 
Oliver  says,  “We  don’t  sell  a  kitch¬ 
en  in  a  prospect’s  home.  We  make 
a  survey  there  and  come  back  here 
and  design  the  kitchen  on  our 
drawing  boards.  What  w'e  do  next 
depends  on  the  prospect.  If  she  is 
“hot,”  w’e  make  an  appointment 
with  her  to  come  here.  If  she  needs 


to  be  sold,  we  go  to  her  home  and 
show  her  our  de.sign.  But  no  mat¬ 
ter  how  enthusia.stic  .-^he  is,  we 
don’t  attempt  to  clo.se  the  sale  there 
or  even  quote  an  approximate  fig¬ 
ure.  We  know  that  it  will  pay  us 
to  take  the  additional  time  to  bring 
her  to  our  showrooms  becau.se 
only  there  can  she  see  the  many 
acce.s.sorie.s — most  of  which  she 
has  never  even  heard  about  be¬ 
fore.” 

When  the  Oliver  men  are  design¬ 
ing  a  kitchen  they  include  the  ac- 
ce.ssories  which  are  needed  and  can 
be  u.sed.  The  price  quoted  in  the 
showTogm  depends  on  their  judge¬ 
ment  of  the  pro.spect.  If  she  .seems 
price  conscious,  they  quote  the  low¬ 
est  price  and  then  add  on  the  ac- 
ces.sories  after  the  first  hurdle  has 
been  passed.  For  customers  whom 
they  believe  will  not  be  frightened 
away  by  a  large  first  quotation, 
they  include  the  co.st  of  all  possible 
accessories  and  then,  if  need  be, 
(Continued  on  Page  28) 
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Aluminuiii  MIrs.  Await  NP A  Ruling 
On  Awnings  and  Storm  Sash 

Both  industries  wage  strong  fight  to  keep  their 
products  off  list  of  prohibited  articles 


Manufacturers  of  alumi¬ 
num  awnings  and  combina¬ 
tion  windows  have  been  fighting 
hard  during  the  past  months  to 
secure  more  aluminum  for  their 
products  from  the  NPA.  They  suc¬ 
ceeded  to  a  limited  extent  when  the 
NPA  allowed  them  80 'r  of  the 
base  period  for  this  month  and  75'/ 
for  February.  The  next  hurdle  that 
they  have  to  face  is  the  impending 
NPA  order  which  will  prohibit  the 
u.se  of  aluminum  for  certain  prod¬ 
ucts.  By  the  time  this  reaches  our 
readers  the  order  will  no  doubt 
already  have  been  issued. 

The  executive  committees  of 
both  the  recently  formed  Metal 
Combination  Storm  Sash  In.stitut'* 
and  the  National  Metal  Awning 
Association  have  been  to  Washing¬ 
ton  to  try  to  keep  their  products  off 
the  list  of  products  deemed  non- 
es.sential  .The  committee  repre.sent- 
ing  the  awning  group  met  with  J. 
L.  Haynes,  head  of  the  Building 
Material  Division  of  the  NPA,  on 
December  27th.  As  a  result  of  this 
meeting.  Mr.  Haynes  agreed  to 
make  the  following  recommenda- 
tinvn  to  his  superiors  in  the  NPA : 

1.  That  awnings  be  removed 
from  the  re.stricted  list  until  such 
time  as  an  official  NPA  advi.sory 
committee  be  appointed  to  review 
the  entire  industry. 

2.  That  any  order  limiting  the 
manufacture  of  awnings  be  .so 
worded  as  not  to  take  effect  until 
six  months  after  issuance. 

3.  That  whenever  any  order  be 
i.ssued  restricting  the  manufacture 
of  aluminum  awnings  all  awning 
manufacturers  be  permitted  to  use 
and  fabricate  enough  new  metal  to 
balance  out  and  liquidate  their  ex¬ 
isting  inventories. 


Whether  or  not  the  NPA  will 
follow  the.se  recommendations  it  is 
impossible  to  say  but  the  commit¬ 
tee  felt  somewhat  optimistic  when 
it  left  Washington.  What  both  the 
awning  and  combination  window 
manufacturers  are  trying  to  do  is 
to  find  a  way  of  getting  through 
the  second  quarter  even  if  only  on 
65 of  their  normal  production. 
By  July  1951  it  is  hoped  that  the 


aluminum  situation  will  be  much 
clearer  and  that  perhaps  there  will 
then  be  enough  metal  for  civilian 
production  to  continue.  Washing¬ 
ton  repre.sentatives  of  the  primary 
producers  of  aluminum  have  been 
telling  many  fabricators  in  private 
that  by  mid-year  there  will  be 
plenty  of  aluminum  for  both  mili-^ 
tary  and  civilian  needs.  However, 
(Continued  on  Page  27) 


Don't  Let  Your  Customer  Bog  Down| 
Your  Sales  Talk  With  Objections  { 


A  SALESMAN  is  a  person  who 
wants  someone  to  agree  with 
him.  Sounds  too  simple,  you  .say? 
But  all  .sound  approaches  are  basic¬ 
ally  simple.  All  you,  as  a  salesman, 
actually  want  from  the  buyer  is 
agreement. 

How  are  you  going  to  get  that 
agreement?  What  should  you  do 
when  the  cu.stomer  .says :  “I  am  not 
interested.”  Or,  if  he  complains, 
“Your  price  is  too  high.”  Or  if  he 
comments,  “I  am  not  ready.” 
The.se  are  all  common  forms  of 
sales  resistance.  How  can  they  be 
overcome  ? 

First,  let  us  examine  the  state¬ 
ment  made  by  the  vice-president  of 
a  large  firm  .selling  a  highly  spe¬ 
cialized  item.  He  told  his  men  that 
nine  out  of  ten  buyers  tell  “white 
lies.”  He  followed  this  up  by  .saying 
that  nobody  wants  to  be  .sold  any¬ 
thing  and  that  every  human  being 
when  subjected  to  .salesmanship, 
resorts  to  “white  lies.” 

Therefore,  before  setting  up  a 
selling  formula,  we  must  first  de¬ 
termine  whether  or  not  the  regist- 


By  B.  R.  SCHEFF 
Gen'l  Sales  Mgr., 
Wright  Mig.  Co. 


ance  is  real.  It  has  to  be  carefully  '■ 
tested  to  determine  whether  it  be 
smoke  .screen  or  sincere  resistance. 
Hera  is  how  you  make  the  analysis : 

When  you  are  launched  into 
your  di.scu.ssion  of  your  product, 
its  benefits  and  uses,  and  your  cus¬ 
tomer  stops  you  to  bring  up  an  ar¬ 
gument,  I  suggest  that  you  pass  it 
by.  Too  many  .salesmen  are  too 
eager  to  answer  questions  and 
overcome  objections.  This  bogs 
down  the  main  sales  talk. 

Maybe  if  the  salesman  were  not 
in  such  a  hurry  to  answer  the  ob¬ 
jections,  they  would  never  be 
rai.sed  during  his  pre.sentation.  In 
other  words,  it  is  too  common  a 
(Continued  on  Page  26) 


From  Data  Furnished  By 
B.  B.  Lessom  and  Associates 


A  GOOD  combination  door, 
whether  metal  or  wood  should 
be  decorative  as  well  as  useful.  The 
practical  benefits  of  the  combina¬ 
tion  door  are  too  well  known  to 
need  further  discu.ssion  here.  While 
architects  and  builders  have  been 
aware  of  the  importance  of  a  good 
looking  front  door,  many  dealers 
have  only  recently  realized  that 
this  applies  equally  well  to  the 
combination  door. 

The  desire  for  an  attractive 
looking  door  is  the  main  reason  for 
the  terrific  customer  demand  for 
decorative  grilles  that  has  been 
sweeping  the  country  for  the  last 
six  months  and  more.  To  under¬ 
stand  why  this  is  more  than  just 
a  temporary  fad,  it  is  worth  stop¬ 
ping  for  a  moment  to  examine  the 
psj’chological  rea.sons  why  cu.stom- 
ers  like  door  grilles.  There  are  two 
fundamental  rea.sons. 

One  is  that  an  attractive  door 
beautifies  the  entire  front  of  the 
house.  The  other  is  the  need  that 
many  owners  feel  to  make  their 
homes  look  different  from  those  of 
their  neighbors.  In  most  residen¬ 
tial  suburban  districts  houses  on 
any  one  street  tend  to  look  very 
much  alike.  But  once  you  add  a 
distinctive  door  to  a  home  it  im¬ 
mediately  stands  out  from  those 
around  it. 


Decorative  wood  combination  doors  in 
the  photos  at  left  show  the  wide  variety 
of  design  possible  with  this  type  of 
integral  wood  grille.  Doors  and  grilles 
are  equally  thick  and  have  storm  and 
screen  panels  behind  the  grille. 
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I^OOD  Combination  Doors 


Modem  type  with  built-in  grille 
dresses  up  front  of  house  and 
combines  eye-appeal  and  utility 


Most  of  the  grilles  now  in  use 
are  installed  on  aluminum  doors. 
Until  recently  little  progre.ss  had 
been  made  in  the  production  of 
equally  attractive  wood  combination 
doors.  Now  there  are  available  un¬ 
usually  hand.some  wood  doors  with 
integral  grilles  of  wood.  Both  the 
door  and  the  grille  are  of  equal 
thickness  (!•«")  thus  giving  the 
impression  of  a  solid  slab  of  wood 
with  a  full  length  design  cut 
through  it.  Actually,  the  pattern  or 
grille  is  morti.sed  and  tenoned  into 
the  frame. 


Drawing  at  right 
shows  breezeway 
between  house 
and  garage  en¬ 
closed  by  wood 
combination 
doors  with  inte¬ 
gral  grille  or  pat¬ 
tern  of  wood. 


Truss-Effect 


f'liotf*  Olid  drou 


Invented  by  J.  Lindstrom,  this 
type  of  door  is  surprisingly  .strong 
because  the  pattern,  being  an  in¬ 
tegral  part  of  the  frame  has  a 
bridge-like  truss  effect  which  elim¬ 
inates  any  tendency  to  sag.  Like 
all  good  wood  doors  which  are  ex- 
po.sed  to  weather,  it  is  treated  with 
a  toxic  water  repellent  preserva¬ 
tive. 

The  .screen  and  glass  .storm  pan¬ 
el  frames  are  metal  and  fit  against 
the  in.side  of  the  door,  being  held 
in  place  with  simple  metal  fasten¬ 
ers.  Neither  the  .screen  nor  glass  are 
easily  vi.sible  from  the  outside  be- 
cau.se  of  the  effect  of  the  grille  de¬ 
sign.  However,  plenty  of  air  can 
pa.ss  through  the  door  in  the  sum¬ 
mer  .so  that  it  is  fully  effective  as 
a  .screen  door.  The  panels  are  easily 
removed  from  the  inside  for  clean¬ 
ing  or  seasonal  change. 

Another  advantage  of  the  w'ood 
door  is  ease  of  painting.  Colors 


which  match  or  contra.st  with  tho.se 
of  the  roof.  trim,  or  siding  can  be 
used  with  good  effect.  When  it 
comes  to  hardware,  what  is  true 
of  metal  doors  al.so  applies  to  tho.se 
made  of  wood.  An  efficient  closer 
is  a  definite  .sales  advantage  since 
this  is  usually  lacking  on  the  front 
door  itself.  A  good  catch  and  an 
easily  operating  handle  are.  of 
cour.se,  nece.ssities. 

Application  is  a  very  simple  job 
and  can  easily  be  handled  by  any 
carpenter  or  mechanic  with  a  mod¬ 
erate  knowledge  of  carpentry.  By 
training  .sale.smen  to  take  careful 
measurements  after  obtaining  the 
order,  the  door  can  quickly  be 
planed  to  fit  in  the  dealer’s  .shop. 
A  certain  amount  of  trimming  is 
often  necessary  on  the  job  because 
.so  many  doorways  are  out  of 
square  due  to  the  settling  of  the 
house.  The  installation  mechanic 
should  therefore  go  out  to  the  job 


with  ail  the  nece.s.sary  carpenter’s 
tools.  In  any  ca.se,  the  work  of 
hanging  a  wood  door  is  so  simple 
that  a  great  many  home  owners 
can  do  it  themselves  although  the 
majority  will  prefer  to  have  the 
dealer  do  this  for  them. 

One  way  to  speed  in.stallation 
and  cut  down  the  time  that  the 
mechanic  spends  on  the  job  is  to 
attach  all  the  hardware  that  is 
possible  to  the  door  before  it  is 
taken  out  of  the  shop  for  installa¬ 
tion.  For  best  effect  it  is  wi.se  to 
u.se  hinges  on  the  in.side  of  the  door 
and  there  should  be  at  least  three 
of  them.  There  are  many  small, 
motor  driven  routers  specially  de¬ 
signed  for  mortising  doors  and  one 
of  the.se  should  be  used  to  speed  the 
work  of  attaching  hardware  and 
hanging  the  door. 

Decorative  doors  are  especially 
desirable  for  enclosing  patios, 
(Continued  on,  Page  38) 


nnnn 


20 


BUILDING  SPECIALTIES 


B.  S.  REPORTER . . . 


NERSICA  Show  in 
New  York  March  5-7 

A  Bulletin  stressing  the  impor¬ 
tance  of  attending  the  9th  NER¬ 
SICA  industry  show  in  New  York 
on  March  5,  6  and  7th  was  issued 
by  C.  N.  Nichols,  managing  direc¬ 
tor  of  the  association.  Urging  all 
roofers  and  building  specialties 
dealers  to  attend  the  show  which 
will  be  held  at  the  Hotel  Commo¬ 
dore,  the  bulletin  stresses  that 
many  problems  now  bothering 
dealers  and  contractors  will  be  dis¬ 
cussed  by  exceptionally  able  and 
experienced  business  leaders  and 
experts  in  the  field. 

Among  the  many  speakers  ex- 
f  pected  at  the  convention  are  Stu¬ 
art  Symington,  NSRB  Chairman, 
Dr.  Alan  Ballentine,  Economic 
Stabilization  Administrator,  Gov¬ 
ernor  Evans  of  the  Federal  Re¬ 
serve  System,  Arther  Frenz  of 
FHA  and  many  others. 

There  will  be  extensive  exhibits 
by  nearly  100  manufacturers  and 
discussions  on  government  con¬ 
trols,  .sales,  and  management. 


Purvis  &  Sembach  Appointed 
By  Mullins  Mig.  Co. 

The  appointment  of  J.  W.  Pur¬ 
vis  of  Detroit,  as  assistant  .sales 
manager  and  manager  of  dealer 
sales  for  Youngstown  Kitchens  is 
announced  by  C.  D.  Alderman, 
Youngstown’s  general  manager  of 
merchandising.  At  the  same  time, 
he  revealed  that  D.  F.  Sembach  of 
Chicago,  has  been  named  zone 
sales  manager,  Purvis’s  former  po¬ 
sition,  in  the  Chicago,  Detioic,  Sc. 
Louis ’area. 

Purvis,  who  will  make  his  head¬ 


quarters  at  the  factory  in  Warren. 
O.,  has  been  with  the  company 
since  1940.  He  .served  as  a  regional 
.sales  manager  until  he  was  made 
zone  .sale.s  manager  in  May,  1950. 

Sembach  will  keep  his  offices  in 
Chicago.  He  al.so  is  a  pioneer  in 
the  Young.stown  Kitchens  mer¬ 
chandising  business?,  having  joined 
the  firm  in  1940  as  a  regional  .sales 
manager. 


Home  Shows 

Home  shows  offer  dealers 
great  opportunities  for  coti~ 
centrated  sales.  In  the  column 
belou'  is  a  short  list  of  home 
show  dates,  sponsors  and  lo¬ 
cations.  Where  dates  are  in¬ 
complete  they  will  be  reprint¬ 
ed  hi  succeeding  issues  as 
.sifon  as  fidl  information  is  re¬ 
ceived. 

Toledo,  O. — Toledo  Assn,  of  Home 
Builders — Jon.  13-20 
St.  Louis,  Mo. — Home  Builders  Assn. 

of  Greater  St.  Louis — Feb.  17-25 
Cleveland,  O. — Home  Builders  Assn, 
of  Greater  Cleveland — Feb.  24- 
March  4 

Oakland,  Calif. — Assoc.  Home  Build-  ! 
ers  of  Greater  Eastbay — March  \ 
3-11  ; 

Grand  Rapids,  Mich.  —  Michigan  ■ 
Assn,  of  Home  Builders — March  \ 
12-17  ; 

Dallas,  Tex. — Home  Builders  Assn.  ■ 
of  Dallas — March  24-April  1  ! 

Washington,  D.  C. — Home  Builders  ; 
Assn,  of  Met.  Washington — Mar.  ’ 
31-April  8  ; 

Jacksonville,  Fla.  —  Home  Builders  \ 
Assn,  of  Jacksonville — March  J , 
Kalamatoo,  Mich. — Home  Builders  ■ 
Assn,  of  Kalamatoo — March  ! 

Schenectady,  N.  Y. — Home  Builders  j 
Assn,  of  Schenectady — March  • 
Sharon,  Pa. — Heme  Builders  Assn.  J  • 
of  Shenango  Valley — March  J 


Keystone  Alloys  Co.  Issues 
New  Soles  Brochure 

A  hand.some  new’  sale.s  brochure 
designed  by  John  Zappone,  general 
plant  manager  and  Secretary- 
Treasurer  of  Keystone  Alloy.s  Co., 
has  been  made  available  to  the 
company’s  dealers  and  their  sales¬ 
men.  Abundantly  illustrated  and 
very  colorful,  the  brochure  shows 
many  completed  in.staIlations  of 
picture  w’indows,  combination  win¬ 
dows  and  doors,  porch  enclosures, 
grilles  and  the  company  plant. 


AVCO  Soles  Hit  Record 
High  In  1950 

American  Kitchens  .sales  in  1950 
zoomed  to  a  record  high  exceeding 
even  1948,  the  best  previous  year, 
according  to  J.  E.  Guertin,  admin¬ 
istrative  as.si.stant  to  general  sales 
manager,  American  Central  Divi¬ 
sion — AVCO  Manufacturing  Cor¬ 
poration. 

“American  Kitchens  sales  show 
a  100  per  cent  increase  over  1949 
and  a  substantial  increa.se  over 
1948,  the  prior  .sales  peak,”  Mr. 
Guertin  revealed. 

Despite  the  fluctuating  economic 
conditions  and  the  steel  shortage  it 
is  expected  the  entire  .steel  kitchen 
industry  w’ill  mark-up  gains  in 
1950. 

Regarding  the  new'  restrictions 
on  credit  buying  and  building, 
Guertin  .said: 

“Regulation  ‘W’  .should  not  af¬ 
fect  the  kitchen  busine.ss  as  much 
as  other  appliances  because  the 
FHA  provisions  of  buying  (10  per 
cent  down,  30  months  to  pay)  can 
be  met.” 

“In  relation  to  builder  sales  and 
{Continued  on  Page  36) 
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Nameplate  Grilles  Add 
Individuality  to  Doors 

The  Duncan-Morris  Co.  announ- 
ce.s  a  line  of  aluminum  door  grilles 
which  permits  the  dealer  to  insert 
the  customer’s  name  in  thick 
movable  letters. 


Unusually  .sturdy,  the  frame  is  of 
316  X  %  extruded  bar.  Only  one 
size  to  stock.  Fits  all  36"  doors. 
Simply  cut  off  ends  for  all  narrow¬ 
er  doors.  Held  in  place  by  reversi¬ 
ble  attaching  brackets  which  adapt 
grille  to  any  type  of  door. 

m  *  * 

Frameless  Tension 
Screen  Has  New  Features 

New  features  and  improvements 
have  been  made  in  the  all  alumi¬ 
num  “Framele.ss  Tension”  screen 
manufactured  by  the  Key.stone 
Wire  Cloth  Co.  Designed  for  double 
hung  window.s,  this  new  screen  can 
l)e  quickly  installed  by  home 
owner  without  tedious  fitting.  A 
simple  width  and  height  measure¬ 
ment,  given  to  the  dealer,  insures 
screens  of  proper  size. 

Screens  are  easily  attached  on 
upper  blind  .stop  with  simple  slid¬ 
ing  fa.stener  and  drawn  taut  at  sill 
with  simple  tension  screw.  No 
bulky  hardware  is  attached  to  win¬ 
dow  sill  —  just  one  small  bracket 
for  each  fixture.  Tension  is  main¬ 
tained  on  sides  by  a  five  .strand 
selvage  edge,  and  a  special  “free 
floating”  sill  bar  at  bottom  corrects 
out-of-.square  sills. 

Dealers  are  able  to  offer  a  com¬ 
plete  .screen  in  one  package  which 
can  be  hung  in  a  few  minutes  by 
the  purcha.ser.  Builders  find  a  .sav¬ 
ing  of  twenty-five  minutes  per  win¬ 
dow  possible  by  installing  Key¬ 


stone  framele.ss  tension  .screens  in¬ 
stead  of  ordinary  frame  .screens. 
Installation  in  new  homes  as  well 
as  replacement  for  older  homes 
offers  a  large  market  for  this  prod¬ 
uct.  Delivery,  immediate. 

«  *  * 


Packaged  Aluminum 
Awning  Available 

The  first  packaged  aluminum 
awning  having  all  the  con.struction 
and  quality  features  of  the  finest 
custom  built  aluminum  awnings,  is 
now  available  in  .standard  .stock 
sizes.  The  Cool  Ray  Metal  Awning 
Company  has  just  developed  a 
complete  line  of  stock  window  awn¬ 
ings  and  doorway  canopies.  This 
was  done  by  taking  advantage  of 
the  simple  a.s.sembly  that  the  Cool 
Ray  custom  built  awning  had,  and 
redesigning  it  so  that  now  it  is  even 
po.ssible  for  the  home  owner  to  in¬ 
stall  him.self.  Each  “home  package” 


contains  complete  and  simple  illus¬ 
trated  instruction  sheets  for  instal¬ 
lation.  The  packaged  awning  is  all 


aluminum,  including  hardware,  and 
comes  in  a  variety  of  colors.  It  has 
a  baked-on  la.sting  enamel  finish 
and  has  all  of  the  .style  and  appear¬ 
ance  of  a  custom  built  awning, 
which  .sells  at  higher  i)rices. 

«  *  « 

New  Window  Has  Wood 
Frames,  Aluminum  Inserts 

A  new  combination  window  with 
a  wood  overlapping  frame  and 
aluminum  framed  in.serts  will  soon 
be  available  under  the  name  MET- 
L-WOOD.  The  frame  will  be  fin¬ 
ished  with  a  prime  coat  of  paint. 
A  removable  ventilating  and  lock¬ 
ing  arrangement  will  be  one  of  the 
features  of  the  new  window.  Made 
by  The  Security  Co. 

•  *  * 

New  Triple  Track  Aluminum 
Combination  Window 


Designed  to  fit  any  known  cas¬ 
ing,  the  new  Wapco  window  is  a 
triple  track  all  aluminum  combina¬ 
tion.  Glass  and  .screen  in.serts  each 
have  their  own  track  and  are  al¬ 
ways  in  place  for  immediate  u.se. 
Rigid  con.struction  a.ssures  satis¬ 
faction  to  cu.stomers.  Overlap  con¬ 
struction  makes  fitting  ea.sy.  Made 
by  Warren  Aluminum  Product  Co. 
*  «  « 

Washable  Lumber  Crayon 

A  new,  was.hable  lumber  crayon 
has  been  developed  by  Celco  Cor¬ 
poration  at  the  suggestion  of  the 
(Continued  on  Page  35) 
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l^hat  will  your  salesmen 
SELL  this  year? 


Are  current  shortages  of  materials  jeopardizing  )our  business? 
Are  )ou  seeking  a  profitable,  perniaiKiu  l>u?iness  in  wiiicli  sup[>lies 
are  unlimited  ?  Do  )ou  want  to  Handle  a  product  that  is  prolituble 
at  all  times— in  war  or  in  peace? 

If  )ou  are,  and  if  )ou  are  linancially  stable ...  have  a  good 
community  reputation  . . .  and  are  willing  to  take  on  a  full-time 
business,  here  is  a  real  opportunity. 

The  Eagle-Picher  Company,  manufacturer  of  nationally  famous 
Eagle-l’icher  .Mineral  Wool  Insulation,  offers  a  limited  number  of 
exclusive  contractor  franchises.  Offers  these  franchises  nou  ...  at 
a  time  when  our  already  successful  contractors  are  entering  what 
should  prove  to  be  their  most  jirofitable  year. 

Threats  of  fuel  shortages  make  insulation  particularly  easy  to  sell. 
And  this  business  enjoy  s  a  very  enviable  position  in  view  of  current 
credit  restrictions  on  many  other  consumer  products. 

An  Eagle-Picher  Home  Insulation  Franchise  means  that  you  get 
your  own  assigned  sales  territory .  It  means  that  you  are  the  contrac¬ 
tor  for  a  nationally  advertised  product  that  is  a  basic  need  in  our 
economy.  And  it  means  that  you  are  furnished  hard  hitting,  effective 
merchandising  programs,  aggressive  advertising  and  sales  promo¬ 
tion  campaigns  plus  the  rejiutation  of  a  nationally  known  company 
with  a  respecter!  name  in  home  insulation. 

Write  today  for  com/dete  information  on  profit  oppor¬ 
tunities.  Address  your  letter  to  the  Building  Insulation 
Department. 


THE  EAGLE-PICHER  SALES  COMPANY 


American  Building,  Cincinnati  (1),  Ohia 


QfUlUi 


Protection  ond  beouty  tfeot  U  distinctly  in> 
dividnol.  Nome  locks  permonently  into  ploce 
in  0  matter  of  minvtes.  Only  one  sise  to 
stock.  Fits  oil  36''  doors.  Simply  cot  off 
ends  for  oH  norrower  sites.  Mode  witli  Krolls 
on  top  bor  only,  ond  ploin,  witboot  Krolls. 
Write: 


DUNCAN-MORRIS  CO. 

308  N.  Howard  St., 
AKRON  4,  OHIO 

HEmleck  2709 


Asbestos  Siding 

(Continued  from  Page  15) 

A  minimum  prrx-edure  would  be 
to  place  a  chalkline  for  each  third 
I  course,  since  few  buildings  are  con- 
.structed  with  absolute  accuracy. 
Before  the  siding  job  is  begun,  the 
,  height  of  each  corner  from  eave  to 
sill  should  be  determined.  If  in¬ 
equalities  are  found  to  exist,  they 
should  be  taken  up,  if  po.ssible,  by 
adju.sting  the  courses  .slightly  out 
of  level.  If  this  is  not  done,  a  wedge 
shaped  course  might  occur  at  the 
eave  line.  In  extreme  ca.ses,  the 
i  .starting  courses  may  be  applied 
dead  level,  and  succeeding  courses 
may  be  just  slightly  off  level  to 
take  up  the  variation  in  height  at 
the  corner. 

First  Course 

Start  the  first  course  with  a 
whole  siding  unit.  A  galvanized 
needle-point  head  nail  is  first  driven 
through  the  punched  hole  at  the 
end  nearest  the  corner.  Then  a 
backer  strip  is  placed  behind  the 
other  end  edge  of  the  siding  unit, 
centered  under  the  edge  and  located 
:  so  that  it  extends  %-inch  above  the 
unit.  The  other  head  nail  then  is 
;  driven  to  a  snug  hold.  Special- 
coated  face  nails  next  are  driven  in 
each  of  the  two  small  holes  near 
the  shingle  butt.  Succeeding  units 
in  the  first  course  are  applied  in  a 
similar  manner.  Place  backer  .strips 
behind  all  vertical  joints.  Be  sure 
i  at  least  one  nail  penetrates  each 
'  backer  strip. 

Unle.ss  another  chalk  line  has 
been  .snapped,  siding  units  in  the 
:  second  and  succeeding  courses  are 
!  first  face  nailed.  The  face  nails  lay 
I  on  the  top  of  the  under  course. 

I  thus  providing  the  gauge  for  the 
I  overlap. 

1  The  .second  course  is  started 
j  w'ith  a  half  piece  of  siding  applied 
I  at  the  corner  in  the  .same  manner 
j  as  the  first  piece  of  the  starting 
I  course.  A  full  piece  is  used  to  start 
the  third  course  and  this  alternat¬ 
ing  of  full  pieces  and  half  pieces 
at  the  corners  is  continued  in  suc¬ 
ceeding  courses.  Whether  or  not  an 
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underlayment  is  used,  a  vertical 
strip  of  asphalt  felt  extending  over 
the  sheathing  (at  least  6  inches 
back  each  way  from  the  corner)  is 
applied  at  all  inside  and  outside 
corners. 

An  outline  should  be  sketched 
of  each  elevation.  Measure  the 
length  of  each  wall  from  corner  to 
corner,  adding  all  projections,  such 
as  bay  windows,  etc. 

The  height  of  the  wall  to  be 
covered  with  siding  should  be  meas¬ 
ured  from  the  point  where  siding 
starts  at  the  bottom  to  the  top  of 
the  wall  —  and  this  can  be.st  be 
done  by  suspending  a  .steel  measur¬ 
ing  tape  from  the  highe.st  window. 
Use  an  extension  rule  or  rod  to 
find  gable  height  and  place  the.se 
dimensions  in  the  space  provided 
for  each  elevation. 

Estimating  Area 

Next,  multiply  length  by  height 
for  elevation  square  foot  area  — 
and  from  this  deduct  the  combined 
window  and  door  .square  foot  area 
to  arrive  at  the  net  .square  foot 
area  for  each  elevation.  (Many 
estimators,  instead  of  measuring 
doors  and  windows,  allow  20  .square 
feet  per  door  and  15  .square  feet 
per  window.  Al.so,  where  wall 
heights  and  wall  treatment  are  uni¬ 
form,  many  estimators  arrive  at 
the  total  gro.ss  area  by  multiplying 
perimeter  by  height  and  deducting 
total  area  of  openings).  Multiply 
width  by  height  and  divide  by  two 
to  find  square  foot  area  of  a  tri¬ 
angular  gable. 

To  figure  for  wa.ste  allowance, 
follow  this  rule:  To  the  total  net 
-square  foot  area,  add  eight  per 
cent  for  wa.ste,  and  figure  to  the 
nearest  larger  half  or  full  .square, 
or  neare.st  bundle  of  shingles. 

For  wood  corners,  add  heights 
of  elevations  to  find  linear  feet  of 
corner  boards  (two  boards;  one  3 
inch  and  one  4  inch  are  u.sed  for 
each  corner) .  If  metal  corner  bead 
or  flashing  is  u.sed,  figure  one  foot 
for  each  linear  foot  of  corner. 

Add  sides,  tops  and  bottoms  of 
window  and  door  frames  to  find 
(Conthiued  on  Page  24) 


'I'he  smart  beauty  and  w  onderful  utility  of  easy-to-in.stall 
LUDMAN  JALOUSIE.S  v\  ill  win  friends  w  ith  every  .sale. 

important  of  all. . .  VENTII.ATIO.N 
WHEN  IT’S  RAIMNCJ!  Sell 
America’s  finest  jalousies  .  .  . 
produced  by  the  world’s  most 
experienced  jalousie  people. 

It’s  easy  to  get  a  quick  start  in 
this  fast  growing  market.  Ludman 
has  the  rig/it  plan  for  your  par¬ 
ticular  business.  Write  immediately 
for  details. 

STANDARD  AND  SPECIAL  SIZES  -  REMOVABLE  INSIDE 
SCREENS  AND  STORM  SASH 


Ludman  jalousies  (Venetian 
type  or  louvered  windows  >  are  the 
perfect,  practical  answer  to  eco¬ 
nomical  PORl'H  ENCI.OSL’RES. 
They’re  a  cinch  to  sell  for  bath¬ 
room  or  kitchen  windows. .  .and 
as  doors,  too ! 

^’ou’ll  marvel  at  how  easy  it  is 
to  sell  Ludman  jalousie  Comfort, 
Beauty,  Protection  .  .  .  and  most 


LUDMAN  CORPORATION 

Manufacturers  of  the  Saftonally  Knon.t:n 
Auto-lj)k  H’eatherstripped  Aluminum  Aavninjs^  frindon.v 


DEPT.  BS  1  P.  O.  Box  4541  MIAMI,  FLORIDA 


iExceliim 


Triple  Track 

'-S".;:."..  WINDOWS 


Soles  come  cosy  with  EXCELUM  windows  be- 
cousc  you're  selling  top  quolity.  Engineered 
from  the  finest  extruded  aluminum,  they  hove 
eiiminoted  service  colls.  Soles  resistonce  melts 
when  you  sfiow  EXCELUM's  exclusive  feotures 
and  rigid  construction. 


Cxcclum 


COMBINATION 

ALUMINUM 


DOORS 


Wrffo  for  Ootoffi  of  Our  Dlsirlbuior  KO  PLAN, 
induthfo  TorrHorto*. 


Jamaica  Sash  &  Door  Co. 


165S  Jericho  Turnpike, 
New  Hyde  Pork,  L, 
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ALUMINUM  WALL  TILE 

As  advertised  in  Sweet's  Building  Catalogue 

IN  18  SPARKLING  COLORS 


Popular  Mottled  Effects 


Beautiful  Pastels 

A  glistening  glass  smooth  finish 
bonded  to  ALCOA  Aluminum  with 
our  exclusive  "Infra-therm”  fusing 
process — will  not  chip,  crack,  craze, 
rust  or  peel. 

Ideal  for  Kitchens,  Bathrooms  and 
all  other  places  where  clean  and 
sanitary  conditions  are  desired. 


IMMEDIATE  DELIVERY 

Some  choice  dealership  territories  still  open. 

For  more  information  and  sample  color  tile  book,  send  the  coupon. 
Or  Phone  Alloy  Tile  Corp.  —  Belleville  2-6180 


ALLOY  TILE  CORP. 

Oept.  "A”,  117  Roosevelt  Ave. 

Belleville,  N.  J. 

Send  sample  tile  book  and  full  information. 

( 

I  am  inwrcitcd  as  a  □  dealer,  contractor.  □  architect.  (Please  check) 

Name  . 

Firm  . 

Address  . 


NOW! 


Let's 

Talk 

About 


WINSULITE 

J^Un/mWi/ndvw 


GREATER  PROFITS 
THROUGH  FASTER 
LABOR  SAVING  SALES 

EXTRUDED  M.UMINUM  2  TRACK  WNDOW 

WRSUinE  NAWFACIWnM  CO.  Self’Storing  Outside  and  Inside! 

IMMiDIATi  DtUYERY 


7I7-t*  N.  CINTItAL  AVt.,  SALTIAAOKI  2.  AAD. 
WrH*  PImm  Eastern  ilM 


Asbestos  Siding 

(Continued  from  Page  23) 
linear  feet  of  moulding,  except 
where  the  bottoms  of  first  story 
frames  end  on  a  .step. 

For  head  flashing,  add  widths  of 
window  and  door  frames  to  find 
linear  feet  required.  If  it  is  nece.s- 
.sary  to  flash  the  window  all  around, 
double  the  height  and  double  the 
width  of  each  opening. 

Allow  for  cost  of  caulking  to  be 
applied  around  door  and  window 
openings. 

Some  applicators  have  found  the 
most  efficient  method  of  using  labor 
in  in.stalling  a.sbe.stos  cement  .sid¬ 
ing  to  be  the  employment  of  a  crew 
consi.sting  of  tw'o  mechanics  and 
one  helper. 

«  «  * 

On  The  House 

(Continued  from  Page  9) 

cialties  which  every  dealer  can 
.sell  and  it  is  obvious  that  builders 
will  now  be  receptive  to  any  prod¬ 
uct  which  helps  sell  homes  in  to¬ 
day’s  tight  market. 

*  *  * 

Business  Is  Prosperous 

(Continued  from  Page  11) 
ne.ss  in  the  defen.se  hou.'jing  field. 
It  is  expected  that  a  large  part  of 
the  hou.sing  for  defen.se  workers 
will  be  one  and  two  family  types 
as  well  as  garden  type  of  apart¬ 
ments. 

It  is  almo.st  a  certainty  that  there 
will  be  a  temporary  freeze  of  prices 
and  wages  which  will  be  followed 
by  a  long  term  ceiling  on  both  for 
the  duration  of  the  rearmament 
program.  What  will  happen  in  the 
aluminum  situation  depends  en¬ 
tirely  on  how  much  additional 
metal  the  primary  producers  can 
make  and  how  severe  the  interna¬ 
tional  crisis  becomes.  Probably 
there  will  be  no  clear  picture  until 
about  July. 


j  Tile  Technics  : 

i  Read  this  plastic  tile  I 

feature  in  the  February  j 
I  BUILDING  SPECIALTIES  | 


Notes  for 
MANUfACTURERS 


January,  1951 


JURE 


^^/eSPITE  tha  Gorernmenl'i  intiitent  de- 
mandi  ior  incraasinq  curtoilmant  of  aluminum 
for  cWilian  Induitry  to  that  ttockpila  roquira- 
mantt  and  military  ordart  can  be  met.  there  it 
contidarabla  doubt  among  fabricatort  that  the 
NPA  rettricUont  need  be  at  tarere  at  they  are 
at  pretant.  Many  monufacturert  cannot  help 
wondering  why  civilian  aluminum  need  be  cut 
to  draitically  when  it  it  apparent  that  deiente 
ordert  cannot  pottibly  abtorb  more  than  a 
very  tmall  part  of  the  metal  taved  at  a  retult 
of  the  NPA  cutback.  Here  are  tome  very  re¬ 
vealing  facta  bated  on  iiguret  publithad  by 
the  Department  of  Commerce  which  certainly 
tupport  thla  view. 


i^URING  the  first  6  months  of  1950  (the 
original  base  period  under  the  M-7  order)  the 
monthly  average  of  primary  aluminum  ship¬ 
ments  was  79,670  tons.  The  M-7  order  permits 
civilian  use  of  175,281  tons  during  January, 
February,  and  March  of  this  year.  However 
the  first  six  months  of  1950  cannot  be  consid¬ 
ered  to  truly  represent  aluminum  production 
because  of  strikes  and  bad  weather.  Let  us 
take  the  month  of  October  1950  which  more 
accurately  represents  a  normal  aluminum  ship¬ 
ment  of  104,498  tons.  Translated  into  terms  of 
195rs  first  quarter,  this  amounts  to  313.494 
tons. 


CONTAINERS 


^^ENERAL  HARRISON  of  the  NPA  hat  in¬ 
formed  fabricatort  that  the  ttockpile  requira- 
mentt  for  the  firtt  quarter  will  be  2S.000  tone 
and  that  deiente  ordert  will  require  28%  of 
aluminum  production  during  thia  period.  This 
leaves  a  total  of  200,718  toiu.  But  permitted 
civilian  use  will  only  abtorb  17S.201  tons 
leaving  a  balance  of  2S.437  tons  ior  additional 
stockpiling  which  can  be  used  in  the  second 
quarter. 


NATIONALLY  ADVERTISED 


See  at  once  real  combustion  improvement,  all  types  of  fuel. 

STOPS  DOWN  DRAFT  SAVES  FUEL 

ELIMINATES  CARBON  DEPOSITS. 

Frequent  burner  adjustments  and  cleaning  unnecessary  because 
flues  are  kept  dry  always  by  THERMCAP.  (Formerly  Wigwam  Flue 
Doctor).  Controls  draft  at  the  top  of  the  chimney. 

Satisfaction  guaranteed.  Mailable.  For  lit.  and  profitable  dealer  offer,  address: 


OW  in  the  second  quarter,  the  M-7  order 
will  permit  only  65%  or  155,355  tons  for  civil¬ 
ian  use.  But  there  will  be  313,494  tons  avail¬ 
able  (based  on  October’s  figures).  There  will 
thus  be  about  50%  of  all  production  available 
for  the  military  without  any  restraining  orders. 
To  use  all  this  up  would  require  that  in  three 
short  months  the  military  program  would  have 
to  be  stepped  up  78%  and  this  it  impoatlbla 
if  only  because  of  the  tooling  and  administra¬ 
tive  problems  alonel 


ARINGTON,  MASS. 
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Weatheb-Tiie's 

GETTER 


Note 

the 

NEW 

Picture 

Frame 

Style! 


Here  s  WEATHER-TITE  S  new, 
improved,  eye-appealing  combina¬ 
tion  window.  All  the  time  tested  ad¬ 
vantages  that  have  made  WEATHER- 
TITE  famous  for  easy  profitable 
sales — plus  the  beautiful  new  picture 
frame  style  molding  that  will  add 
glamour  to  any  home. 

•  Finatl  kiliE-drlad  California 

Radwaad  . .  . 

•  Buin-in  vanfilotar  at  no  •«- 

Ira  chorg*  .  .  . 

•  lasiasi  of  all  to  inttall  .  .  . 

•  Thra#  waak  maalmum  d*- 

livary  .  .  . 

•  Allractiva  mats  and  taUt 

aids  la  incrvat*  your 

prafll*. 

Get  on  the  Profit  Band  Wagon!  Get 
WEATHER-TITE,  the  Combination 
Windows  and  Doors  that  have  all 
the  features.  Dealer  franchises  are 
still  available  in  cities  where  we  are 
not  now  represented. 

WRITE  •  WIRE  •  PHONE 


Weaiher-Tiee 

1859  East  63rd  Street 
Cleveland  3^  Ohio 
Express  1-2816 


Sales  Talk 

{Continued  from  Page  17) 

fallacy  that  a  salesman  is  there  to 
answer  objections  rather  than  to 
give  a  complete  and  coherent  sales 
story. 

Whenever  a  customer  brings  up 
an  objection  and  you  are  in  the 
midst  of  your  presentation,  disre¬ 
gard  the  interruption.  Pass  it  up. 
Don’t  hear  it.  Continue  talking.  If 
that  sounds  like  dangerous  advice, 
consider  this:  if  the  customer 
means  it,  he  is  going  to  bring  it  up 
a  second  time.  If  he  doesn’t,  there 
would  be  no  value  in  answering  it 
anyway.  That  makes  sense. 

I  have  seen  salesman  after  sales¬ 
man  start  out  on  the  right  track  of 
a  very  fine  presentation  only  to  get 
hopelessly  side-tracked  because  the 
^  customer  threw  in  a  couple  of  ob-  : 
I  jections. 

Reiterated  Objections 

If  a  customer  reiterates  an  ob¬ 
jection — twice  or  three  times  dur¬ 
ing  your  pre.sentation  —  you,  as 
master  of  the  sale,  choo.se  the  spot 
when  you  want  to  answer  it.  You 
may  want  to  go  right  on  with  your 
pre.sentation,  or  you  may  want  to 
stop  and  answer  the  objection  by 
saying:  “I’ll  get  to  that  in  a  min¬ 
ute.”  And  keep  right  on  with  your 
.story.  It  is  important  to  keep  in 
mind  that  if  the  resistance  has 
been  brought  up  at  lea.st  twice  it 
should  be  answered  at  the  proper 
point  and  placed  in  your  .story. 

If  I  may  paraphra.'^e  an  old  geo¬ 
metric  axiom  in  this  regard,  I 
might  .say :  “A  straight  line  of  pre¬ 
sentation  is  the  shortest  distance 
between  a  prospect’s  ‘no’  and  the 
‘ves’  that  makes  him  a  cu.stomer.” 


“Selling  Kitchens  for 
New  Construction” 


One 


;  r 

!l 


of  the  many  helpful 
articles  in  the 
February 
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Why  FOLLOW  the  Leader? 

Bt  th*  leader  in  your  community  wilh 
PARAMOUNT  producKi  Paramount  leader¬ 
ship  in  design  and  engineering  add  up  to 
better  products  that  have  always  led  the 
field  in  consumer  demond. 


PARAMOUNT 
AH-Aluminum 
Combinotion 
STORM  & 
SCREEN 
DOOR 


"AMERICA'S 
FINEST" 
PRODUCTS  OF 
ALUMINUM 
SKILLCRAFT 


STORM  WINDOW 
SCREEN  B  100% 
WEATHERSTRIP  UNIT 


DISTRIBUTORSHIPS 

Some  territories  ovoiloble. 
Write  stoting  qualifications. 


PARAMOUNT 

ALUMINUM  PRODUCTS  CORP 
18011  JAMAICA  AVE  JAMAICA  3  L  I  N  Y 


ARE  YOU  THE  SALES 
REPRESENTATIVE  WE  WANT? 


•We’re  se  »rchinK  for  a  man  who 
'^has  proved  himself  in  the  build¬ 
ing  products  and  building  spe¬ 
cialty  field  ...  a  wide-awake, 
hard-hitter  with  lots  of  solid  ex¬ 
perience.  We  make  what’s  con¬ 
ceded  to  be  the  nation’s  finest 
aluminum  combination  windows 
and  doors,  and  we  need  a  man 
who’s  just  as  good  as  our  line! 
He’ll  work  with  dealers  —  show 
them  how  to  increase  their  sales. 
A  permanent  job  with  excellent 
compensation  awaits  the  man 
who  convinces  us  he’s  ready  and 
able  to  handle  our  items.  Write 
fully.  Box  No.  320,  Building  Spe¬ 
cialties.  425  Fourth  Ave.,  New 
York  16.  N.  Y. 


January,  1951 


Aluminum  Mfrs. 

{Continmd  from  Page  17) 


TESTS  PROVE 


it  is  only  fair  to  state  that  there  is 
considerable  skepticism  about  this 
in  Washington  and  it  is  a  fact  that 
none  of  the  “Big  Three”  producers 
care  to  commit  themselves  publicly 
on  this  point. 

In  making  its  appeal  to  the  NPA. 
the  awning  committee  pointed  out 
that  banning  aluminum  for  awn¬ 
ings  would  wipe  out  about  100  man¬ 
ufacturers  and  destroy  the  business 
of  their  distributors  and  dealers. 
This  would  hurt  3900  firms  at  the 
manufacturing,  fabricating,  distri¬ 
buting,  and  dealer  level.  About 
9,000  men  would  be  thrown  out  of 
work  and  some  20,000  other  per¬ 
sonnel  would  be  immediately  af¬ 
fected. 

The  committee  also  made  the 
point  that  the  aluminum  awming 
industry  is  one  of  the  several  new 
industries  in  the  building  products 
group  which  make  it  possible  for 
the  primary  aluminum  producers 
to  maintain  their  operation  at  a 
level  which  makes  them  ready  for 
any  national  emergency. 

Window  Committee 

The  combination  window  com¬ 
mittee  which  had  been  to  Washing¬ 
ton  early  in  December  to  confer 
with  NPA  officials  emphasized  the 
usefulness  of  its  product  in 
.saving  fuel  and  said  that  banning 
aluminum  .storm  sash  w’ould  put 
a  healthy  new  indu.stry  out  of  busi¬ 
ness  and  .seriously  affect  a  large 
number  of  di.stributors,  dealers  and 
their  employes.  The  point  was  also 
made  that  providing  enough  alumi¬ 
num  to  keep  the  .storm  sash  indus¬ 
try  alive  would  keep  intact  the 
facilities,  know-how,  and  skilled 
labor  of  an  indu.stry  that  could  do 
important  aluminum  fabricating 
work  for  the  Government  in  the 
event  of  a  national  emergency. 

In  a  recent  meeting  of  the  com¬ 
bination  storm  .sash  committee  in 
New  York  it  was  decided  to  gather 
figures  on  the  number  of  people 
employed  by  the  entire  indu.stry 
(Covtivved  on  Page  28) 


1.  REDWOOD  is  one  of  the  world’s  finest  insulators! 

2.  Heat  flows  thru  steel  260  times  as  fast  as  thru 
REDWOOD! 

3.  Heat  flows  thru  aluminum  1160  times  as  fa.st  as 
thru  REDWOOD! 

4.  REDWOOD  used  by  the  CAMPBELL  SASH 
WORKS  shows  less  shrinkage  and  swelling  than 
concrete! 

5.  REDW’OOD,  —  even  under  conditions  that  favor 
decay,  —  is  one  of  the  world’s  most  durable  wood.s! 

6.  REDWOOD  DEALERS  show  a  greater  percentage 
of  profit  per  dollar  of  merchandise  sold. 

We  manufacture  four  different  styles  of  redwood  windows.  You 
will  be  surprised  at  the  low  price  and  hifth  quality  of  our  mo-t 
popular  seller. 

Send  $5.00  for  a  sample  and  prove  to  yourself  that  you  can 
make  more  money  selling  Redwood.  All  sample  money  will  be 
refunded  on  return  of  sample,  if  dis.satisfied. 

Write  for  Price  Lists 
Delivery  Anywhere 


2409  WILSON  AVENUE 


CAMPBELL,  OHIO 


Phone:  52015 


BARNHART  STORM  SASH 


For  Standard  Size  Aluminum  or 
Steel  Casement  Windows 

Immediate  Delivery  in  All  Sizes 

•  Fobricoted  tteck  tiiet  ovotloble 
for  immediate  delivery. 

•  The  only  ttorm  ftoth  approved 
by  the  steel  cotement  window 
monufoctvrer$. 

•  Cuttomert  tteel  cotement  win* 
dowt  oil  reody  to  receive  them, 

w  without  ditturbing  dropet, 

A  thodet  or  blindt. 


•  Fit  AIL  tteck  tteel  cotemontt, 
either  lever,  rote,  or  timploz 
type  hardware. 

•  Aluminwm  ttorm  ponelt  For  olu* 
minum  catementt. 

•  Stock  motol  and  aluminum 
tcroent  alto  availoblo  for  all 


THE  A.W.  BARNHART  CO 

139  Highland  Stroat 
Port  Chestar,  N.  Y. 


// 
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Join  Hundreds  of  Users  who  soy: 


If  you  do  building,  insulating,  waterproof-  ^ 

ing,  weatherstripping,  asbestos  or  brick  siding,  use^  T  ^  l\ 
PARALASTIC  on  your  next  job.  It's  easy  to  apply 
.  .  .  seals  perfectly  .  .  .  gives  outstanding  protection! 

NOW  AVAILABLE  IN  BRILLIANT  WHITE 
.  .  .  especially  compounded  to  match  and  blend  perfectly 
with  White  Asbestos  Siding.  Other  colors:  Natural,  Gray,  Green, 
Buff,  Red,  Black.  Write  for  information  and  free  gun  offer. 
SOLD  BY  LEADING  JOBBERS 

(A  few  jobber  territories  still  open.) 


•KfO.  U.S.  fAT.  Off. 


Ba 


ISN’T  INSULATED  UNLESS  IT’S  CAULKED 


122  EAST  42nd  ST..  NEW  YORK  17,  N.  Y. 


•  •  •  • 

{uui  the  lioilt 

deautiful  and  procticol  tub  •nclosures  can 
mean  extra  profits  to  you  this  yeor.  Nothing 
Increases  buy-oppeal  more  than  eye-appeal — and 
the  luxury  of  mirror-bright,  Permalume  shower 
doors,  tub  enclosures  and  daylight  shower  stalls 
enhance  the  beauty  of  every  both.  Builders  say 
they  are  the  best  ^'extras"  which  can  be  added 
to  houses.  Benefit  from  our  cooperative  adver¬ 
tising,  sales  aids  and  free  show  room  display 
stands. 

SIMPLE  TO  INSTALL 

Double  Rollaway  Tub  Enclosure,  pictured,  in¬ 
stalls  on  any  wall  surface  without  screws  or  ^ 
drillingf  Automatic  interlocking  parts  form  a  rigid  . 
unit  that  fits  any  size  opening  perfectly.  Our  : 
exclusive  adjustable  jambs  on  shower  doors  com¬ 
pensate  for  out-of-plumb  walls  .  .  .  insure  quick  ^ 
and  easy  installation. 

Write  Oeportment  NISI  for  comp/ete 
details  and  price  lists. 


071  PmcMtm  N.  I.  AHewle  $,  Oe. 


oUmek.  Apt.  (UyMwir 


OF  AMERICA 


Aluminum  Mfrs. 

{Continued  from  Page  27) 

including  di.stributor.s  and  dealer.s, 
the  number  of  independent  busi- 
nes.ses  in  the  window  field,  and  the 
amount  of  aluminum  u.sed.  The.se 
figure.s  will  be  u.sed  to  .support  the 
committee’.s  appeal  to  the  NPA  in 
ca.se  .storm  .sa.sh  are  included  in  the 
li.st  of  banned  product.s. 

The  committee  members  are : 
Charles  E.  Hunter,  Hunter  Mfg. 
Co.  (chairman)  ;  J.  Lipman,  War¬ 
ner  Mfg. :  A.  T.  Zappone,  Keystone 
Alloys  Co.;  Clifford  Webster,  Alu¬ 
minum  Air  Seal  Co.,  and  Allen 
Douglass,  Borg-Warner  Co. 

*  *  ♦ 

3  Vital  Points 

{Continued  from  Page  16) 

take  out  those  which  the  customer 
doesn’t  feel  .she  can  afford. 

Today  Harry  Oliver  believes  that 
the  kitchen  speciali.st  mu.st  as.sume 
he  role  of  decorator.  He  says,  “Be¬ 
fore  the  war  we  kitchen  speciali.sts 
were  called  on  often  for  advice 
on  floor  and  wall  treatment.  Now 
we  must  have  real  ability  at  coor¬ 
dinating  colors  becau.se  cabinets 
in  color  are  going  over  so  well.  We 
have  to  know  what  color  floors  and 
walls  will  blend  best  with  the  cab¬ 
inets  we  install — not  ju.st  to  look 
be.st  but  to  be  the  best  to  live  with.” 

Oliver  has  definite  thoughts  on 
.selling  to  w’omen.  “A  kitchen  spe¬ 
ciali.st,”  he  explains,  “should  put  a 
personal  touch  in  his  kitchens  .so 
that  they  have  character.  The  kit¬ 
chen  that  looks  perfect  in  our  show¬ 
room  is  not  at  all  likely  to  be  the 
j)erfect  kitchen  in  the  same  size 
room  in  a  customer’s  home.  We  be¬ 
lieve  that  these  factors  govern  the 
design:  (1)  Room  size;  (2)  Family 
size;  (3)  Cu.stomer’s  ta.ste;  (4) 
Customer’s  w’ork  habits.  Not  only 
.should  the  room  be  surveyed  care¬ 
fully  but  the  family  .should  be 
studied.  There’s  no  sense  in  bulling 
through  a  sale  if  it  is  likely  to  leave 
the  customer  somewhat  di.s.satis- 
fied.  Much  of  a  kitchen  specialist’s 
busine.ss  comes  through  satisfied 
customers.  We  want  our  customers 
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to  be  boosters,  not  just  names  on 
our  Sold  List.” 

On  the  subject  of  personalizing 
kitchens,  Oliver  has  additoinal  ad¬ 
vice:  “I  think  that  kitx:hen  special¬ 
ists  shouldn’t  .say  that  they 
kitchens.  We  design  ours.  When  a 
kitchen  is  planned,  it  .sounds  as 
though  the  cabinets  were  so  many 
pieces  as  a  jig-.saw  puzzle  which 
are  juggled  around  until  they  fit  in 
place.  When  a  kitchen  is  designed, 
then  the  family,  as  well  as  the  room 
space,  is  taken  into  consideration.” 

In  all  their  advertising,  the  com¬ 
pany  is  called  “Kitchens  by  Oliver” 
with  the  phra.se  “Cu.stom  Designed” 
always  played  up.  In  the  showroom 
the  drawing  boards  are  in  plain 
view  of  all  visitors  .so  they  can  .see 
that  this  is  no  empty  phra.se. 

Harry  Oliver  started  in  the  build¬ 
ing  indu.stry  in  1924.  Soon  after 
that  he  became  a  manufacturer’s 
repre.sentative  in  the  Philadelphia 
area,  handling  the  first  steel 
kitchen  equipment.  He  went  in 
business  for  him.self  in  1928  and 
in  1946  his  .son-in-law,  Paul  B.  Gun¬ 


ter  came  in  with  him  as  a  partner. 
They  opened  a  showroom  and  office 
near  where  they  are  now  but  in 
1948  had  to  move  to  their  pre.sent 
location  because  of  the  need  for 
additional  space. 

W(K>d  and  Steel 

They  handle  both  wood  and  steel 
equipment  and  their  average  .sale 
runs  about  $2,000  with  their  top 
.sale  cro.ssing  the  $15,000  mark,  a 
truly  magnificent  installation 
which  included  kitchen  breakfa.st 
alcove,  butler’s  pantry  and  laundry. 


Oliver  has  used  one  minute  tele¬ 
vision  spots  to  get  the  company’s 
name  better  e.stablished  but  does 
not  bank  on  advertising  for  leads. 
Their  best  leads  come  from  follow¬ 
ing  Dodge  reports  and  each  likely 
pro.spect  is  sent  the  following  let¬ 
ter: 

Dear  Mr. - : 

Now  that  your  new  home  is 
becoming  a  reality  rather 
than  just  a  dream,  may  we  re¬ 
mind  you  that  your  kitchen 
(Continued  on  Page  30) 


BELSONIZE 

Durable  Plastic  Coatings  for  home  and  industry 
are  applied  with  our  patented  low  pressure 
equipment.  In  a  word  we  call  it  Belsonize. 

Our  exclusive  franchise  arrangements  offer  all 
the  possibilities  you  want  with  a  new  product. 
Write  today! 


toborafory 

70  Vcscy  St.,  N.  Y.,  N.  Y. 


BELSON  CO.,  Inc. 

27  Mountain  West 
Worcester,  Mass.  64391 


The  Window  You  Can 

sm  NOW 

Top  Quality  —  Excellent  Mark-Up 
Assured  Delivery 

GRAEF 

REDWOOD  COMBINATION  WINDOW 


HERE’S 


For  the  live-wire  dealer  who  wants  to 
huild  real  volume,  and  knows  a  sellable 
window  when  he  sees  one,  we  have  a 
story  that's  loaded  with  profits.  Greatly 
increased  production  allows  us  to  offer 
the  GRAEF  California  Redwood  Com¬ 
bination  Window  for  immediate  de¬ 


livery.  Now  you  can  increase  volume 
and  profits  despite  metal  shortages. 
Solid  overlapping  Redwood  frame  with 
carefully  joined,  weather-tight  corners. 
Precision  made  inserts  fit  perfectly  and 
can  be  changed  in  a  few  seconds.  Sturdy, 
high-grade  Aluminum  OR  Redwood 
inserts  available. 


The  GRAEF  profit  plan  and  low  selling  price  make  this 
a  perfect  combination  for  you.  WRITE  OR  WIRE  TODAY! 


1502  W.  Federal  St.  GRAEF  STORM  WINDOW  CO.  Youngstown  10,  O. 
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Oldest 

Manufacturer 
of  the 

Most  Complete 
Line  of 
Incinerator 
Equipment 


THIS  INCINERATOR 
SELLS  FAST 


Outstanding 
Features 
and  Low  Price! 

\ii  iiu'iiieriilor  that  a|i|>t-alii  to  Iioiik-  ouiii-r.'- 
I>i'('au»t‘  of  iU  loM  prirc  anil  out^tanliin^ 
aH\unta^ei>.  Large  raparity.  Double  insu¬ 
lation  -  heavy  duty.  No  working  parts  to 
get  out  of  order.  No  burning  pilot  light 
when  not  in  use.  No  odors  or  smoke. 
Portable  type — l•an  he  installed  in  any  lora- 
tion.  Vi  all  type — installed  in  rhinineys.  (ian 
he  operated  with  or  without  ga'.  as  desired. 


AMERICAN  INCINERATOR  CORP. 

Detroit  Incinerator  Corp. 

6441  Hastings 
Detroit  II,  Mich. 


3  Vital  Points 

(Continued  from  Page  29) 

will  be  the  most  used  and 
therefore  the  most  important 
room  in  the  house.  Conse¬ 
quently,  we  are  placing  our 
long  experience  in  kitchen  de¬ 
sign  at  your  disposal  to  as¬ 
sist  you  in  attaining  the  most 
scientific  arrangement  of  util¬ 
ities  and  cabinets.  This  serv¬ 
ice  is  more  important  at  this 
time  than  you  may  assume,  as 
very  often  door  and  window 
locations  .spoil  what  could 
otherwise  have  been  a  stream¬ 
lined  kitchen. 

This  is  an  INVITATION  to 
you  to  visit  the  most  modern 
kitchen  display  in  color  ever 
opened  in  Philadelphia.  We 
are  positive  that  you  have 
.seen  nothing  like  it  elsewhere, 
and  that  you  may  be  sorry 
later  if  you  neglect  this  oppor¬ 
tunity  to  inspect  the  very  fi¬ 
nest  equipment  available. 

We  shall  be  looking  forward 
to  your  visit. 

Very  truly  yours, 
H.  D,  Oliver,  Jr, 

Of  the  kitchen  which  the  com¬ 
pany  i.s  installing,  75''^  have  break- 
fa.st  alcove.s  (“Don’t  call  them 
nooks,”  .says  Harry  Oliver.”  That’s 
too  undignified.”).  This  means 
added  .sales  and  .sales  that  shouldn’t 
be  missed  because  the  trend  is  to 
bring  the  family  back  to  the  kitchen 
because  of  the  lack  of  servants. 

“Kitchens  are  beautified  today  to 
make  them  workshops  and  enter¬ 
taining  centers, ”  Harry  Oliver 
states.”  It  is  up  to  us  kitchen  spe¬ 
cialists  to  provide  the.se  modern 
rooms.  We  can  do  that  if  w’e  get 
the  confidence  of  our  customers. 
And  the  be.st  way  to  get  that  con¬ 
fidence  is  to  know  our  business.” 

^  Thinking  of  Primary  ^ 
/  Wood  Windows?  i 
^  Read  About  Them  In  The  \ 
I  February  j 

I  BUILDING  SPECIALTIES  j 
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Hints  To 
SALESMEN 


I  The  following  it  a  continuation  of  George 
Kelloggt  detcription  of  winter  safes  methods 
for  the  specialty  salesman.  The  first  part 
of  this  appeared  in  the  Dec.  1950  issue.) 

I  SEE  your  little  girl  playing 
around  on  the  floor  in  back  of 
you.  Madam,  and  I  wonder  if  you 
realized  that  the  floor  tempera¬ 
ture  is  much  lower  than  at  the 
height  at  which  you  and  1  are 
standing  and  talking.  Because  of 
that  lower  temperature  near  the 
floor,  it  is  quite  possible  that  your 
little  girl  might  be  subject  to  colds 
and  sickness.  Do  you  mind  if  I 
step  in?  Let’s  not  lose  this  costly, 
precious  heat  at  this  open  door. 

*  *  :i: 

"Since  I  have  three  thermome¬ 
ters  here,  I  would  like  to  check 
the  difference  in  temperatures  on 
the  lower  floor  of  your  home  at 
various  levels  to  find  out  if  there 
is  any  difference  in  temperature  at 
these  different  levels.  Honestly,  it 
will  only  take  a  couple  of  minutes. 
Now  let’s  put  one  on  the  floor 
where  the  baby  plays  in  the  middle 
of  the  living  room,  one  on  the 
dining  room  table  which  is  sup¬ 
posedly  the  warmest  place  in  the 
house  you  will  agree,  and  one  up 
against  this  front  window  that  is 
frosted  where  your  little  girl  likes 
to  play  and  look  out  on  the  street. 

♦  *  ❖ 

“In  a  few  minutes  we  will  take 
the  reading  of  these  three  ther¬ 
mometers,  and  I  assure  you  that 
you  will  be  amazed  at  the  differ¬ 
ence  of  temperature  at  these  vari¬ 
ous  levels  in  your  home.  While  we 
are  waiting  for  these  readings,  I 
would  like  to  show  you  a  few  fea¬ 
tures  of  our  storm  window  other 
than  the  health  feature  which  we 
are  in  the  process  of  looking  into 
by  means  of  the  thermometers.” 

(To  Be  Continued  in  February) 


More  \ 
Volume 

leonowsT 

I  CORFOtATION 

I  manvfacturars  of  plastic  lilo 

:  255  West  79th  5treet 
I  Chicago  20,  Illinois 


"CRESCENT" — the  Aristocrat  of  plastic 
tile — distinguished  for  beauty,  design, 
workmanship— Simple,  ECONOMICAL 
to  install!  A  galaxy  of  exclusive  fea¬ 
tures  make  "CRESCENT"  Tile  the 

\  "star-studded"  sales  stimulator  to 
increase  YOUR  VOLUME!  Order  To¬ 
day  for  Increased  Sales  Tomorrow! 


GUILDCRfiST 
f  '  "  - 1 


I  ‘Vrft. 


We  Manufacture  a  New  Low  Priced 

ALUMINUM 

COMBINATION  STORM  WINDOW 

SEMI  K.D.  (Ready  for  installation) 

24x24  2-lts.  $8.95 
Other  sizes  priced  proportionately 
Exclusive  dealerships  available 

M.  D.  ORLIN  CO. 

7300  Kinsman  Rd.  Cleveland  4,  Ohio 

Manufocturert  of  Combination  Bosoment  Windows,  Porch  Enclosures,  and  Cosement  Storm  Sash. 
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ASSEMBLE  Tkese  AlaminBm  CombinatioB 
Storm  Windows  YOURSELF. 

NO  EXPENSIVE  EQUIPMENT  NEEDED! 

Sman  dealers  are  buying  V-Seal  knocked- 
down,  "picture  frame”  windows — assembling 
them  themselves  and  pocketing  the  savings. 
Assembly  of  these  sturdy  windows  is  easy 
—only  $10.00  worth  of  tools  necessary. 
Anyone  can  do  it — in  the  shop  or  on  the  joi».. 

Installation  is  just  as  simple.  New,  exclusive 
V-Seal  "picture  frame”  construe^ 
tion  fits  all  modular  windows — 
gives  weathertight  fit — ends  costly 
on-the-job  fitting  and  adjustment.  MBIBWl 


Ovy  at  Distrikrtars  Prices  .  .  .  Moke 
CeoAioed  Distriboter,  Dealer  end  Retailer's  Preit 

All  V-Seal  products — Aluminum  Combination  fho  Cd 
Windows.  Storm  Sash  for  Steel  Casements  and  a 

Basement  Sash  can  be  bought  knocked  down — a  ^ 

feature  that  makes  it  possible  for  you  to  sell  them 
lower,  yet  make  nsore  profit  g  _ *”1 

Eastern  DMtkn.  47S  ialnioiit 

Avanea,  Haladan,  Naw  Jarsay  wmaaws. 

Wastara  Divltlan,  I1M  S.  dth  Straat.  St.  Unit,  Mlssteri 


Tk*  Complete  Lme  of 
f4UimiMum 

CamMnatlan  Starm  Windawt 
alas  Starm  Sash  far  Steal 
Casamaats  and  tasamant 
Wiadaws. 


inr  iifiMf  arOteliiasaradHt 
•fwl  nwW  latiihdliiaidediii 


^-SecU  CORPORATION 

1300  Batavia  Avenue,  Royal  Oak,  Michigan 


Read  This, 
Mr.  Dealer: 


"Your  work  is 
rapMly  nuking 
BUILDINC  SPE¬ 
CIALTIES  Ike 
Bible  of  Ike 
trade!" 


TKot'o  whot  0.  H.  Dundot  of  tho  Vonongo  Supply  Co.,  prominont 
doolor  in  building  tpockiHiot,  Ko$  to  ooy  obout  our  publication. 
And  ho  it  only  ono  of  hundrodi  who  hovo  writton  in  to  toll  ui  how 
BUILDING  SPECIALTIES  hot  holpod  thorn  with  its  numorous  ond 
informotivo  ortidos  on  now  products,  instollotion  mothods,  oi«d 
odvortising  tochniquos  ~  omong  othor  things  dosignod  to  holp  you 
incrooto  your  vohimo  ond  profits. 

It's  full  of  "Ton  Commondmonts''  In  all  doportmontsl  It  costs  only 
13  o  yoor!  Uto  tho  convoniont  coupon  right  owoyl 


BUILDING  SPECIALTIES 
42S  Eoorth  Awonioo 
Now  Yoffit  Ua  N.  Y. 

PIOMO  oond  mo  BmHdliig  SpocMtios  for  ono  yoor  (12  monthly  Issmos),  of  $3. 
BIN  Mo  □  or  Chock  Cnclotod  G 


Radio  Advertising 

i  {Continued  from  Page  13) 

,  merchandise  first. 

If  you  should  be  in  a  position  to 
make  an  arrangement  with  your 
local  radio  station  to  conduct  a  little 
home-helper  program  of  your  own, 
I  that  is  a  really  effective  type  of 
[  con.stant  promotion.  Of  course, 
there  are  many  things  to  consider : 

■  Do  you  want  the  trouble  of  being 
responsible  for  a  regular  program, 
keeping  in  mind  all  the  ma.s.s  of  de¬ 
tail  which  mu.st  be  undertaken? 
Will  the  returns  be  sufficient  to  pay 
for  the  trouble?  Will  the  station  as¬ 
sume  the  responsibility  of  produ- 

,  cing  the  program  or  will  you  bear 
j  the  brunt  of  it?  These  must  be 
!  thought  out,  since  the  business  of 
I  broadcasting  is  a  complicated  one, 

I  and  your  business  is  building  spe- 
:  cialties,  not  radio. 

Station  Pays 

However,  should  the  local  broad¬ 
casting  situation  be  such  that  the 
i  station  can  be  made  to  see  the  ad- 
'  vantages  of  airing  helpful  hints  to 
j  home  owners  under  your  guidance, 

1  while  as-auming  the  production 
j  headaches,  then  you  are  indeed  in 
I  an  advantageous  position.  It  may 
j  be  that  the  station  will  be  quite 
I  willing  to  pay  you,  in  advertising 
I  time  if  nothing  else,  for  the  help 
I  you  give.  But  deals  of  this  type — 

I  and  any  others  of  fair  scope — 
i  would  best  be  undertaken  under  the 
I  supervision  of  an  advertising  agen- 
i  cy. 

I  The  advertising  agency  need  not 

■  be  large;  in  fact  a  medium-sized 
outfit  is  likely  to  give  more  per.sonal 
attention  to  your  problems  than  a 
plushy  high  -  toned  organization. 
But  it  should  have  had  experience 

1  in  radio.  Make  it  understood  from 
'  the  very  beginning  that  all  compen¬ 
sation  is  to  come  out  of  time 
charges  made  by  the  station,  and 
that  you  will  not  stand  for  any  un¬ 
usual  “extras.”  Of  course,  if  you 
want  something  really  ambitious, 
you  must  be  prepared  to  pay  for  the 
special  effect,  but  in  general,  the 
I  {Continued  on  Page  34) 
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To  Make  More  Money 
You  need  more  Facts 

Fill  in — Tear  off — and  Mail 


This  coupon  will  bring  you  the  latest 
literature  and  facts  about  any  product  that 
you  think  you  can  sell.  If  you  are  planning 
to  expand  your  business  volume  by  adding 
another  specialty  to  your  present  line  of 
products,  check  the  items  that  interest  you 
and  mail  to  Building  Specialties,  425  Fourth 
Avenue,  New  York  16,  N.  Y.  No  obligation 
on  your  part  is  implied. 


january,  1951 

BUILDING  SPECIALTIES 
425  Fourfh  Avenue, 

New  York  16,  N.  Y. 

Send  me  facts  on  the  items  checked. 

Aluminum  Combination  Doors  □ 

Aluminum  Combination  Windows, 

Single  &  Double  Track  □,  Triple  Track  □ 
Metal  Awnings,  Fixed  □; 

Folding  □:  RoH-Up  □ 

Metal  Canopies  □ 

Wood  Combination  Windows  [j 
Wood  Combination  Doors  □ 

Wall  Tile,  Plastic  □  ;  Metal  □ 

Metal  Basement  Combination 
Windows  □ 

Shower  Doors  &  Tub  Enclosures  □ 

Aluminum  Screens,  Casement  □; 

Double  Hung  □ 

Jalousies  □;  Venetian  Windows  □ 

Home  Incinerators  □ 

Sectional  Overhead  Garage  Doors, 

Aluminum  □ 

Aluminum  Casement  Combinations 
(Horizontal  Sliding  >  □ 

Fixed  Casement  Storm  Sash, 

Aluminum  □;  Metal  □ 

Siding — Asbestos  □;  Insubting  □; 

Mineral  □ 

Caulking  □ 

Aluminum  Shade  Screening  □ 

Kitchen  Cabinets,  Metal  □;  Wood  □ 

Flue  Tops  □ 

Plastic  Weatherstripping  for  Metal 
Casements  □ 

Storm  &  Screen  Door  Hardware  □ 

Aluminum  Coating  Service  □ 

Radiator  Enclosures  □ 
iTluminum  Name  Plates  □ 

Outside  Aluminum  Casement  Storm 
Sash  □;  Picture  Window  storm  Sash  □ 


Other  Items 


Name  . 
Firm  . . . 
Position 
Address 
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BUILDING  SPECIALTIES 


For  the  First  Time 
In  Our  Lives 

We  are  getting  good 
Prospects  doily 

Getting  our  ads 
paid  for 

Being  invited  into 
the  house  instead  of 
hoving  to  fight  our  woy  in. 

DRAFTITE 

Does  All  This! 

W«  or*  d«oUri  and  advertise  regularly 
in  our  local  newspapers.  Our  advertising 
of  DRAFTITE  brings  hundreds  of  customers 
to  buy  it  for  one  or  more  windows.  In 
each  cose  we  get  their  nome  and  address 
and  send  a  salesman  a  few  days  later  on 
o  ''service  visit."  He  is  invited  into  the 
house,  6nds  that  in  most  coses  there  ore 
no  storm  windows,  and  in  a  high  per¬ 
centage  of  cases  makes  a  sole.  Now  we 
offer  you  the  some  sensational  opportunity. 

DRAFTITE 

STOPS  DRAFTS  AROUND 
METAL  CASEMENT 
WINDOWS 

It  is  on  extrusion  molded  plastic  "rubber¬ 
like"  moteriol,  designed  with  o  cove  mold¬ 
ed  sealing  lip  on  o  U-Chonnel  to  be  in- 
stolled  on  the  frome  flange,  so  when  the 
vent  is  closed  and  locked  the  draft  is 
eliminated.  This  overcomes  a  definite  prob¬ 
lem  with  casement  windows. 

DRAFTITE  is  easily  installed  from  the  in¬ 
side.  A  ten-year  old  child  con  do  it. 

Make  Money  With 
DRAFTITE 

Write  or  Wire  Todoy  for 
free  tomple,  information 
and  literature. 

DRAFTITE  PRODUCTS  CO. 

6  Canterbury  Drive 
Dayton  9,  Ohio 

DISTRIBUTORSHIP  AVAIUBLE  IN  SOME  AREAS 


Salesmen  Hold  the  Key 

In  the  years  to  come,  the  jobs, 
the  incomes,  the  happiness,  the 
fate  of  more  than  140  million 
Americans  will  rest  largely  in  the 
hands  of  less  than  half  a  million  of 
those  Americans. 

The.se  half  million  are  the  sales¬ 
men  of  America.  Will  the  future 
bring  us  a  depression  or  prosper¬ 
ity?  They  will  decide.  Will  we  have 
inflation,  deflation  or  return  to  a 
sound  economy?  They  will  decide. 

Salesmen,  as  a  group  supported 
by  engineers,  production  men, 
tran.sportation  men  and  by  the  fire 
power  of  advertising  will  have 
more  effect  upon  the  permanence 
of  peace  than  all  the  diplomats — 
more  effect  on  wages  and  real  pri¬ 
ces  than  all  the  negotiators. 

— Industriat  Marketing 

*  *  * 

Radio  Advertising 

{Contiuued  from  Page  32) 
agency  sihould  write  copy  for  you, 
select  the  best  available  time  for  the 
amount  specified  in  your  budget, 
and  generally,  guard  your  interests. 
That  would  include  a  regular  check 
of  your  announcement,  to  see  that 
instructions  regarding  timing  and 
presentation  are  strictly  followed. 

There  is  a  peculiar  feeling  on  the 
part  of  some  spot  advertisers  that 
because  they  use  just  one  or  two 
announcements  between  programs 
during  the  day,  they  are  small- 
timers.  This  is  ridiculous,  because 
these  alleged  small-time  deals  are 
more  co.stly,  minute  for  minute, 
than  many  of  the  big  nation-wide 
programs.  The  station  owes  the 
duty  of  careful  presentation  to  each 
of  these  small  advertisers  just  as 
much  as  to  the  big  fellows,  and  any 
attempt  to  slur  over  or  push  aside 
your  spot  announcement  should  be 
actively  resented  by  you.  and  a  de¬ 
mand  made  for  improvement  of 
technique  on  pain  of  cancellation. 
That  will  certainly  get  action. 

With  regard  to  the  presentation 
of  the  message,  don’t  let  any  fast- 
talking  supercilious  salesman  try  to 
tell  you  that  he  can  arrange  your 


announcement  for  you.  While  many 
station  representatives  can  give  you 
helpful  advice,  don’t  fall  for  any  of 
the  all-too-often  u.sed  expressions 
that  “this  is  a  highly-technical  me¬ 
dium”  which  the  average  person 
can’t  understand.  If  it’s  so  darned 
technical,  you  can  retort,  then  may¬ 
be  ordinary  people  like  your  pros¬ 
pects  can’t  understand  it,  and  you’ll 
want  to  reconsider.  That  will  cool 
him  off  in  a  hurry.  There’s  nothing 
magical  about  the  story  you  have 
to  tell,  and  you  don’t  need  anyone 
to  tell  you  how  to  do  the  job  you 
have  been  doing  your  entire  busi¬ 
ness  life.  True,  you’ll  need  advice 
on  the  best  ways  of  preparing  your 
story — and  that’s  where  your  agen¬ 
cy  comes  in.  If  you  don’t  have  an 
agency,  the  station  will  assi.st  you, 
but  be  absolutely  certain  that  the 
thoughts  are  your  own  even  though 
the  words  may  be  written  by  others. 

Check  Your  Story 

Nobody  knows  your  story  better 
than  you  do,  yourself.  In  the  tran¬ 
sition  from  idea  to  announcement, 
just  be  sure  that  no  selling  impact 
is  lost.  No  attempt  is  being  made 
here  to  imply  that  the  station  will 
not  work  with  you.  In  many  cases, 
an  over-zealous  representative  will 
give  you  too  much  help.  But  re¬ 
member  that  you’re  the  best  and 
only  judge  of  what  you  want  to  sell, 
and  how  you  want  to  present  it. 
Keep  the  reins  all  the  time. 

Television 

With  respect  to  Television,  any 
pictured  presentation  is  rather  ex¬ 
pensive.  The  average  dealer  cannot 
undertake  its  production  on  his 
own.  Unless  a  special  deal  can  be 
arranged  whereby  a  program  of 
general  interest  is  used  to  highlight 
your  product  or  service,  as  co-spon¬ 
sor,  it  is  best  left  alone.  It  might 
also  be  considered  that  a  mere  flash 
announcement  of  name  and  address, 
even  though  it  serves  both  eye  and 
ear,  should  be  weighed  against  the 
number  of  active  TV  sets  in  your 
sales  area,  and  the  estimated  per¬ 
centage  of  prospects  following  the 
particular  program  with  which  you 
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are  associated.  Radio  may  .still  be 
the  better  bet.  But  if  you  can  get 
authentic  data,  and  a  better  co.st 
.structure,  by  all  means  consider 
television. 

In  any  air  advertising,  the  basic 
guide-po.sts  should  be  kejd  in  mind : 
Several  spot  announcements  during 
the  day  are  tremendously  more  ef- 
fei'tive  than  even  a  slightly  longer 
pre.sentation,  given  only  once.  Try 
to  get  the  time  which  promi.ses  you 
the  greate.st  number  of  your  kind 
of  li.steners.  Avoid  competing  pro¬ 
grams:  The  station  will  show  you 
its  schedule  on  demand.  If  it  is  im- 
po.ssible  to  avoid  competitor’s 
larger  production,  save  your  money. 
Use  your  air  advertising  to  supple¬ 
ment  printed  advertising,  not  as  an 
exclusive  promotion  medium.  Try 
to  offer  the  .same  inducement  to  air 
prospects  at  the  same  time  a  .sale  is 
announced  in  newspaper  advertis¬ 
ing,  thereby  effectuating  both  mes¬ 
sages.  Mention  your  air  program  in 
printed  advertising;  if  time  per¬ 
mits,  telling  li.steners  to  see  your 
big  offer  on  page  16  of  the  daily 
paper  will  give  you  a  chance  to  .sell 
them  .solidly  with  the  printed  word, 
too. 

Let  every  promotion  medium  be 
gri.st  to  your  mill.  Make  every  type 
serve  your  sales  effort.  That  is  real, 
profitable  Public  Relations. 


New  Product's 

{Continued  from  Page  21) 
Western  Pine  A.s.sociation.  Crayoff 
Lumber  Crayons,  as  they  are 
called,  have  been  thoroughly  tested 
by  Western  Pine’s  Research  Labor¬ 
atory  and  are  being  recommended 
to  members  for  u.se. 

Crayoffs  are  made  with  a  pat¬ 
ented  soap  base  that  will  wipe  off 
with  a  damp  cloth  without  marring 
the  appearance  or  surface  of  the 
wood.  Since  Crayoffs  wipe  off  with 
a  damp  cloth,  no  expensive  .sanding 
equipment  to  remove  markings  is 
required.  Thus,  a  maintenance  cost 
is  eliminated  and,  at  the  .same  time, 
Crayoffs  save  wood  that  .sanders 
wear  away. 

(Continued  on  Page  37) 


DIAMOND 

Inttoducet  the  NEW  WELDED 
Storm  Window  Miracle 
(Thankt  to  Our  Cnginttrt) 


TRIAD 


LOWEST 

PRICE 

EXTRUDED 
3  TRACK 
WINDOW 
on  the 
MARKET 


You  must  see 
THIS  WINDOW 
TO  ACTUALLY 
APPRECIATE 
ITS  VALUE 


DIAMOND 

3650  EAST  93rd  STREET 


7  Big  Features 

1  GLASS  SET  IN  RUBBER 

2  TOP  AND  BOTTOM 
VENTILATION 

3  BURGLAR  PROOF 

4  EASILY  INSTALLED 

5  STURDILY  BUILT 

6  FINGER  TIP  CONTROL 

7  PROMPT  DELIVERY 

Telephone  —  Wire  or  Write 

BUILDING  PRODUCTS  CORP. 

Telephone:  VUIcon  3-6260  CLEVELAND  5.  OHIO 


.  b. /)////./(  /Ui  t  d  A) 

K 

E YSTONE 

A  L 

LOYS  COMPANY 

LATROBt,  PA 

Wire, 

Phone  or  Mail  Coupon  NOW! 

■k  PcmianMt  Construction  it  UsoUo  Footuros 
if  Distinguishoblt  Quality  it  Economy  Prico 

Ktystone  offers  practical  features  that  customers  con  reod- 
ity  see  and  appreciate.  Sturdy,  balanced,  cleor  vision  door 
construction  with  full  length  piono  type  hinge  which  elimi* 
nates  mortising.  Door  can  be  had  with  or  without  jomb. 
Self'Storing,  TRIPLE  ACTION  Windows  with  special  venti* 
loting  louvers.  Adjustable  closure  strip  for  perfect  fitting. 
All  glass  glazed  in  plastic  for  easy  replacement.  Yes,  low  in- 
stollation  cost  plus  no  ofter  heodoches  means  MORE  PRORTSt 

PROMPT  DILIVIRY  •  ASSIMRLY  PLANTS  COAST  TO  COAST 


WTSTONl  ALLOYS  CO 
Na'ional  S«l««  On<*. 
lenedum-Treer  lidg ,  PitnbwQh  77.  P* 
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COAT 

BEFORE 

FORMING 


//Ol^  TO  DO 


EXCLUSIVE 

4  Ag/tCIfmi  """ 

PROCESS 

.  .  .  coats  aluminum  or  steel  by  the  mile. 
Produces  a  tinish  that  will  not  crack, 
craze,  chip,  peel  or  chalk.  Outlasts  all 
others  in  scientific  Weatherometer  tests. 

We  also  do  forming, 
slitting  and  shearing 

NOTE:  We  cannot  guarantee  an 
inexhaustihle  supply  of  either 
steel  or  aluminum.  However,  we 
can  guarantee  100%  service  in  pro¬ 
cessing  and  coating  vour  metal. 

Since  metals  are  scarce,  put  yours  to 
the  best  use.  Give  them  the  best  possi¬ 
ble  coating  and  make  the  best  possible 
profit. 

Ask  tor  details 

ARROW  METAL  PRODUaS  Cerp. 

Third  Avanu*,  HoakaH,  N.  J. 
Pempton  Lokas  7-1820 


It  Will  Pay  You  I 
To  Investigate 

IN  ASH- 


COMBINATION  DOOR 
AND  NEW 

TRIPLE  TRACK  WINDOW 

Established  manufacturer  offers 
new  slidinf  type  extruded 
aluminum  quality  units.  The 
RIGHT  PRODUCT  with  FAST 
DELIVERY  AND  FRIENDLY 
FACTORY  COOPERATION. 

INQUIRIES  INVITED  from  K.D. 
DisPribuTors  and  Dealers.  —  Write 
for  complete  merchandising 
program. 

NASHALUNmUM  WINDOW  COUP. 

Main  Offict  and  Plant: 

45  SOUTH  BROADWAY,  LONG  BRANCH,  N.  J. 
Long  Branch  6-5550 

Haw  York  Branch:  Philadelphia  Branch: 

S7S  Hempsteod  Tnmpikt  1141  N.  American  St. 
Elmowty  L.  I.,  N.  Y.  PhiloHelphio,  Po. 

Flerol  Pork  4-3420-1  Lombord  3-8874 

Baltimora  Branch: 

9124  Harford  Rood 
Ooltimore,  Md. 

Boulevord  2222 


Hcmger  Straps 
For  Buckets 


An  improved  hanger  for  sup|K>rt- 
ing  a  bucket  from  a  ladder  rung 
can  be  made  from  a  strip  of  flat 
iron  bent  and  riveted  as  shown  in 
the  draw'ing.  The  iron  should  be 
bent  to  fit  snugly  over  a  rung,  wdth 
an  extension  above  for  a  handle  by 
w'hich  the  device  can  be  lifted  easily 
for  removing.  As  the  weight  of  the 
bucket  naturally  will  incline  the 
hanger  forward,  the  handle  can  be 
formed  at  an  angle  so  that  in  u.se 
it  will  remain  horizontal. — Rudolph 
Smith,  Buchanan,  Va. 

Courtesy  of  Popular  Mechanics 


B.  S.  Reporter 

{Continued  from  Page  20) 
the  dealer,  the  average  dealer 
should  not  be  hurt  much  since  as 
a  whole  dealers  did  little  of  the  to¬ 
tal  builder  business.” 

«  *  • 

Eric  W.  Hammarstrom  Joins 
National  Production  Authority 

Eric  W.  Hammarstrom,  Manager, 
Building  Products  Section,  Rey¬ 
nolds  Metal  Company,  Atlanta, 
Georgia,  joined  the  Building  Prod¬ 
ucts  Division  of  the  National  Pro¬ 
duction  Authority  in  Washington, 
D.  C.  in  an  executive  position  effec¬ 
tive  November  15,  1950. 


Chalk  Line  Reel 

This  reel  will  conveniently  hold 
200  feet  of  carpenters  chalk  line. 
The  line  can  al.-^o  be  rewound  as 
rapidly  as  the  mechanic  can  walk. 
The  wire  loop  at  top  of  reel, 
through  which  the  line  passes  be¬ 
fore  being  rewound,  prevents  line 
from  becoming  tangled  or  knotted. 


Line  is  locked  in  position  at  bottom 
of  frame  as  shown  on  drawing. 
When  purchasing  a  new'  line  ob¬ 
tain  a  package  of  cotton  dye  and 
color  the  line.  It  will  then  la.st  long¬ 
er. — Submitted  by  J.  G.  Caldwell, 
San  Mateo,  Calif. 

Courtesy  American  Buiider 


Mr.  Hammarstrom  was  granted 
a  leave  of  ab.sence  from  the  Rey¬ 
nolds  Metals  Company  in  order  to 
assi.st  the  government  agency  dur¬ 
ing  the  emergency.  During  World 
War  II  Mr.  Hammarstrom  served 
in  the  Building  Products  Division 
of  the  War  Production  Board,  of 
which  the  National  Production 
Authority  is  the  current  counter¬ 
part. 

•  «  * 

Record  Attendance  Predicted 
For  Chicago  NAHB  Show 

When  the  7th  Annual  Convention 
and  Exposition  of  the  National 
Association  of  Home  Builders  op)ens 
in  Chicago,  Januar>'  21,  there  will 
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be  a  record  number  in  attendance. 
That  prediction  wa.s  made  early  in 
November  by  Paul  S.  Van  Auken. 
convention-exposition  director,  who 
has  in  the  past  exhibited  an  uncan¬ 
ny  ability  to  estimate  final  attend¬ 
ance  fisrures  from  a  .study  of 
advance  registrations  and  his  con¬ 
tacts  with  local  a.s.sociation  secre¬ 
taries. 

Dates  of  the  conclave  were  ad¬ 
vanced  from  February  to  January 
this  year.  The  fact  that  all  available 
exhibit  space  in  both  the  Congre.ss 
and  Stevens  hotels  was  sold  out  in 
mid-October,  plus  a  heavy  advance 
registration,  indicates  almo.st  un¬ 
animous  ai)proval  of  the  earlier 
dates  amonjT  exhibitors,  builders 
and  allied  interests. 


New  Products 

(Coiithiued  from  Page  35) 

Chromtrim  Oilers  Dealers 
Free  Project  Sheets 

R.  D.  Werner  Co.,  Inc.,  maker  of 
the  nationally  adverti.sed  CHROM¬ 
TRIM  consumer  line  of  aluminum 
and  .stainle.ss  steel  mouldings,  is 
offering  its  dealers  a  .series  of  home 
modernizing  project  plan  sheets  to 
distribute  free  of  charge  to  their 
elastomers. 

According  to  a  company  spoke.s- 
man,  these  project  sheets  which 
show  how  to  streamline  old  bath¬ 
tubs  with  CHROMTRIM  and  add 
a  bright,  modern  touch  to  bath¬ 
rooms,  playrooms,  etc.,  are  increas¬ 
ing  retailer  busine.ss  in  two  ways. 
They  bring  cu.stomers  into  the 
.store,  leading  to  impul.se  buying  of 
many  companion  items  with  which 
CHROMTRIM  is  used. 


I 

Because  of  fhe  tremendous  demand  for  ^ 


of  our  lead  article  in  the  November 
issue  entitled  *‘Comp\atnis  About  Win* 
dows  Pour  into  Better  Business  Bureau/' 
reprints  will  be  made  available  to  our 


to  BUILDING  SPECIALTIES,  425  Fourth 
Avenue,  New  York  16,  N.  Y. 


readers  at  a  modest  cost.  Address  requests  / 


Industrial  Steels,  Inc. 


T^iephonp 

TROWBRIDGE  6  7' 


Teletype 

CAMBRIDGE  547 


FOJ?  CUSTOMER  SATISFACTION  •  FOR  DEALER  PROFITS 
FOR  BEAUTY,  DURABILITY,  VERSATILITY! 


STAINLESS  STEEL 

HEAT  TREAT  HARDENED 
SHEET  METAL  SCREWS 


f 


Will  Not  RuU 
No  Thread  Stripping 
Heads  Won't  Snap  Off 

Low  In  Cost 

Economical  to  Use  •  Attractive 
in  Appearance  •  Foolproof 


ixpressly  Adapted  to  KD  Ingtallations  os  Well 
as  FabricatiFtg  All  Windows  and  Doors 


Mode  of  Type  420  Stoinless  Steel  specially 
heot  treoted  ond  polished  for  extreme  Hireod 
cutting  strength  ond  moximum  corrosion  re- 
sistonce. 

Eliminotes  the  rusting  experienced  with 
codmium  or  chrome  plated  screws. 

Speciol  heot  treotment  insures  toughness 
ond  hordness  necessory  to  resist  stripping  of 


threods,  hcod  breofcoge,  domoge  to  slots,  etc. 

Stocked  in  Round  Head,  Binder  Heod,  ond 
Ovol  Cts'k  Heod  styles,  in  diometers  4>6't-10 
ond  12  ond  in  lengths  Vi",  H",  V/i",  H"  ond 
Mode  to  your  order  in  other  sizes  ond 
head  styles.  Also  ovoiloble  to  order  in  Phillips 
recessed  heod,  quontity  permitting. 

Let  us  quote  you  on  your  requirements 


INVESTIGATE  THIS  WALL  FACING  f 

Made  of  sturdy  aircraft  aluminum  .  .  .  lus-  I 
trous  enamel  finish  permanently  l>ond«*d  to  | 
metal  after  it  is  formerl.  Won't  chip,  crack.  | 
(>eel  or  corrode  .  .  .  fire}>roof.  waterprtxif,  sani>  . 
tary.  Fourteen  decorator  colors . . .  over  25  dif-  I 
ferent  sharren  and  sizes  of  tile,  self  decorating.  I 
IJght  in  weiicht.  hut  strong.  Easy  to  apply.  I 
economical.  Popular,  and  PHOF'I'rAHLK  to  i 
the  dealers  who  handle  it.  | 


METAL  TILE  PRODUCTS,  INC. 

Dopt.  107,  HoBlings,  Michigan 
Send  me  information  on  alumifUo. 

I  om  a  Q  Deoler,  0  Distributor,  Q  Con¬ 
tractor,  CJ  Architect. 

-  — 

AddroBi  .  .  . 


WRITE  TODAY! 


BUILDING  SPECIALTIES 


While  most  metals  may  be  in 
short  supply  in  the  coming  months, 
it  seems  at  least  probable  that 
there  will  be  enough  lumber  avail¬ 
able  to  satisfy  civilian  needs.  There 
is  therefore  every  prospect  that 
there  will  be  plenty  of  wood  com¬ 
bination  doors  and  lumber  for 
porch  enclosures  and  the  like. 

The  decorative  wood  combina¬ 
tion  door  will  appeal  to  both  the 
new  and  old  con.struction  markets. 
With  the  impending  reduction  in 
home  con.struction  will  find  their 
market  for  the  coming  year  rather 
“tight.”  Customers  will  be  much 
more  choo.sy  and  will  have  to  be 
attracted  by  added  specialties. 
Dealers  will  not  find  it  hard  to  sell 
builders  on  the  advantages  of  a 
decorative  front  door  which  dres¬ 
ses  up  the  front  of  the  hou.se  and 
draws  the  eye  of  di.scriminating 
prospective  buyers. 


Wood  Doors 

(Continued  from  Page  19) 
porches  and  breezeways.  Most  of 
the  people  who  have  moved  into 
new  houses  in  the  past  five  years 
either  have  larger  families  by  now 
or  find  themselves  in  cramped 
quarters  becau.se  their  rooms  are 
rather  small.  The  easie.st,  quicke.st, 
and  least  expensive  way  to  add  a 
room  to  the  house  without  exten¬ 
sive  alteration  is  to  enclo.se  an 
open  porch. 

The  u.se  of  wood  combination 
doors  for  this  purpose  thus  has 
real  advantages  for  the  customer. 
But  it  also  has  considerable  ad¬ 
vantages  for  the  dealer  too.  From 
the  point  of  view  of  application,  it 
is  es.sentially  carpentry  of  the  or¬ 
dinary  .sort  without  any  complica- 
tion.s.  Each  door  constitutes  a  --^ort 
of  prefabricated  unit  which  can 
easily  be  attached  to  a  frame.  Nor 
is  there  any  need  to  build  up  any 
bulkheads.  From  the  point  of  view 
of  sales,  enclosures  greatly  expand 
the  dealer’s  potential  market. 


Alloy  Tile  ^  orp . 

.\merican  Incinerator  Co.. . . 

.\rlite  Industries,  Inc . 

.\rrow  Metal  Products  Corp. 


Barnhart  Co.,  The  A.  W 

Belson  Co..  Inc . 

HuildinK  Specialties  .  . . 


Calbar  Paint  &  Varnish  Co... 

Calder  Manufacturint;  Co . 

Campbell  Sash  Works,  The... 
C-Thru  .Aluminum  .\wninK  Co. 


Diamond  Buildinx  Products  Corp. 

Draftite  Products  Co . 

Duncan-Morris  Co . 


Kaitle  Picher  Sales  Co.  The .  22 

Fawsco  Division.  Falls  Stamp- 

intc  &  WeldinR  Co . 2-3 

Feather-Lite  Mf(j.  Co .  25 

Craef  Storm  Window  Co .  29 

(inildcrest  Corp .  31 

Hayes- Wolverine  Corp .  8 

How  To  Bun  a  Small  Business .  39 

Industrial  Steels,  Inc .  37 

Jamaica  Sash  &  Door  Co. .  23 

Kaiser  Aluminum  &  Chemical  Sales, 

Inc .  7 

Kaufmann  Radiator  Shield  Co .  38 

Keystone  Alloys  Co .  35 

Lessam  &  .\s.sociates,  B.  B...Bark  Cover 
l.udman  Corp .  23 

Metal  Tile  Products,  Inc .  37 


CLASSIFIED  ADVERTISING 


Under  thia  beadinq  cloiiUied  adverttsamanli 
or*  accepted  at  the  uniiorm  rote  oi  25  cento 
a  word,  but  no  advertteement  token  lor  leei 
than  20  wordi  with  a  minimum  charge  et 
SS.OO;  3  months  at  20c  per  word  per  insetfleo. 
Check  or  Money  Order  must  accompany  copy  ol 
Classiiied  Ad.  AdvartisemenU  soUcitotinq  deal¬ 
ers  or  distributors,  or  new  products  for  solo,  not 
aoeeptad  in  classified  section.  Address  all  com¬ 
munications  to  Classified  Department,  BUILD 
UfG  SPECIALTIES,  425  Fourth  ATonna.  New 
York  16.  N.  T. 


SELL 

KAUFFMAN 
RADIATOR  ENCLOSURES 


HELP  WANTED 


STdKM  WINItOW  I.NSl'I.ATIOX  CONTRAt 
TORS  to  service  our  customers  in  metropolitan 
■New  ^  ork  City,  Both  small  ami  larjic  volume  in 
stallations  on  aluminum  combination  wimlows  ami 
iliKirs.  Uiithest  rates  paid.  Write,  phone,  or  call  in 
IK-rsoii.  StormRiiard  Corporatimi.  1680  Coney  Island 
.Avenue.  BriKjkljn.  \.  DKwey  9  2100. 


Nash  .Muminum  Window  Corp. 
New  Aluminum  Arts,  Inc . 


.MLSCELLANEOUS 


Orlin  C’o.,  The  M.  I). 


Paralaatir  Products  Co.,  Inc . 

Paramount  Aluminum  Products 
Corp . 

ItoofinR,  SidinK  &  BuildinK  Special¬ 
ties  Manual . 


AI.C.\!I.\IM  CO.MBI.\ATION  STORM  aash 
window,  double  or  triple  track,  wanted  by  prominent 
distributor.  Covering  metropolitan  New  Vork  and 
Long  Island.  Box  314,  Building  Specialties,  425 
Fourth  Ave.,  New  York  16,  N.  Y 


Hundreds  of  Thousands 
in  Use 

Throughout  the  Country 
Easy  to  Sell  uberal  Prolil 

UUFFWW  MDUTOR  SHIBO  (0. 


Shower  Door  Co.  of  America 


SALESMEN:  If  you  want  to  improve  your  tell 
ing  technique,  get  a  copy  of  My  Hardet!  Sole.  This 
brochure  contains  authentic  stories  from  men  on  the 
firing  line,  the  fellows  who  go  out  every  day  and  get 
the  aignature  on  the  dotted  line.  There  are  20  real, 
live,  success  stories  at  10  cents  per  story,  or  $2.00  for 
the  brochure.  Send  for  one  or  seversl  brochures 
today.  Building  Specialties.  425  Fourth  Avenue, 
New  York  16.  N.  Y. 


Warner  Mf*.  Corp . 

Weather-Tite  . 

Weather  Witte  Windowa,  Inc. 

Witfwam  Flue  Top  Co . 

Winsulite  Mf*.  Co . 


Your  Business  will 
have  a  better 
chance  to  flourish 


promises  this  great 
new  business  guide 
by  J.  K.  Lasser 


1(H)  I  profit- 
building  ideas 
on: 

TAXES 
RETAILING 
PRICING 
FINANCING 
MAIL  ORDER 
CREDITS 
etc.,  etc. 


IU  h.  J.  K.  LaK.ser  has  written  a 
new  Kili'lelKHik  exiietiallv  for 
proprietors  and  operators  'f  inull 
stores,  faetorlos.  and  sertiee  loni- 
panle«  that  shows  how  to  buy,  sell. 
maiinfa«  tuie.  o|»erate.  control  .  .  . 
handle  all  parts  of  your  business 
better.  In  it.  you  will  find  an 
atna/iPK  list  of  dos  and  don'ts 
ideas,  niethods,  iMlnters.  to  help 
file  snuti  businessman  not  only  stay 
In  business,  tint  also,  more  impor- 
tant.  make  a  satisfactory  profit.  In 
the  form  of  cheek  lists  and  brief, 
fact-tilled  statements.  the  i>ook 
ifivers  eier>thln»t  from  how  to  ttet 
Koo*!  records  and  check  a  ciistttmer’s 
credit  .  .  .  u»  how  to  train  new 
saleKpeotile.  and  lay  out  a  plant. 
I'resents  eu-ry  otiportiinlty  for  bulld- 
liiK  business — pIuKS  e'erv  loophole 
for  escapinK  profits. 

Just  Published.' 

HOW  TO  RUN  A 
SMALL  BUSINESS 

By  J.  K.  Lasser,  C.  P.  A. 

Adjunct  Professor  of  Taxation.  Chairman, 
Institute  on  Federal  Taxation, 

New  York  University 

350  pages,  6x9,  $3.95 

TIII.'^  ixMik  is  a  valuable,  realistir  Kui<le  to  sound. 

protitable  enduring  business  manaKement.  In  Lasser’s 
well-linowti  crisp,  direct  style,  you  are  shown  not  only 
what  to  do.  luit  also  what  not  to  do.  The  liook  points 
nut  guiding  fundamentals  of  goiMl  pracliie.  and  just  as 
positively  Indhates  how  to  awdd  making  the  mistakes 
others  hate  made.  Cosers  marketing,  planning,  financing, 
Accounting,  operation,  and  contn)!  -prmiding  tested  tedi- 
nlques  from  businesses,  large  and  small. 


In  this  !>c)ok  J.  K.  Lasser 
covers  al!  the  avenues  and  h)- 
ways  you  can  follow  for  exam* 
ination  of  your  business  in  all 
of  its  parts.  Whether  your 
whole  nierchandisinj^  projiram 
needs  strenRtheninK  or  you  need 
a  better  grade  of  help  -  whether 
you  are  trying  to  buy  a  whole 
business  or  just  want  to  build 
up  a  good  mailing  list — whether 
you  could  benefit  from  more  in¬ 
formative  accounting  and  rec¬ 
ords  or  from  better  lighting  in 
your  plant— the  guiding  facts 
you  neefi  arc  here,  from  the 
extH-rience  of  a  man  who  has 
consulted  intimately  with  hun* 
drefis  of  businesses,  both  healthy 
and  ailing. 

In  every  way  subject  mat¬ 
ter,  classification,  treatment — 
the  iKKik  is  planned  and  written 
to  give  you  practical  informa¬ 
tion,  quickly. 

For  the  retail  or  wholesale 
business,  the  small  plant,  the 
service  company,  this  is  an 
unusual  lH>ok  —  an  automatic 
'‘memory*’  for  the  planner,  a 
stimulator  for  every  manager, 
and  most  of  all  a  guide  for 
every  reader  who  wants  to  put 
his  business  firmly  on  the  road 
to  steady  progress  and  reason¬ 
able  profits. 


13  bi9  sections 

provide  scores  of 

ideos  on: 

•  How  to  Build 
for  Profits 

•  How  Best  to 
Hondle  Your 
Credit  and  In* 
stallment  Soles 

•  How  to  Buy 
an  Estoblished 
Business 

•  Hew  to  Operate 
o  Store  Most 
Efficiently 

•  How  to  Make 
Profits 
in  Wholesaling, 
etc. 

•  How  to  Avoid 
Frauds  by  Em¬ 
ployees,  Cus¬ 
tomers  o  n  d 
Others 

•  How  Good  Tax 
Monogement 
Can  Incroote 
Your  Net  Profits 

•  How  to  Finonce 
Your  Business 

•  Hew  to  Plon  the 
Best  Insuronce 
Progrom  for 
Your  Business, 
Etc. 


Send  Order  and  Check  to; 
BUILDING  SPECIALTIES 
425  Fourth  Avenue 
New  York  16,  N.  Y, 


prepared  a  Comparison  Chart  thot  lets 
you  compare  any  combination  windows 
you  choose  with  Arlite.  If  you  are  a 
dealer  or  distributor,  you  should  moke 
this  comparison  and  learn  the  facts.  For 
your  free  Comparison  Chart  and  infor¬ 
mation  on  open  territories,  send  a  card 
or  letter  today  to  Dept.  bSI. 


S€€  FOR  YOURSFLF 

t. 

f 

2. 

3. 


'  CMcIt 

lor  I  n qpr 


Arlite  is  ready  to  present  the  facts,  let 
you  compare,  and  decide  for  yourself 
which  is  really  the  finest,  quality  combi¬ 
nation  window.  Determine  for  yourself 
which  window  is  best  for  you  to  sell, 
which  enables  you  to  offer  your  custom¬ 
ers  the  best  features  when  they  buy. 

To  moke  it  easy  for  you.  Arlite  has 


Nothing  on  me 

Con.bin.t.on  Oooc 

With  S.«" 

UsyToSeH  M  «» 


CriH  rattem* 
1.  To  Install'. 


CUSTOM 


patterns  otter 
bination  ioor  s 

enclosures.  H« 

integral  P*'* 
tenoned  into 
insert  It*""*' 
parts  are  sen 
approved  tor 

jO^UtlOW- 


ual  teatures  mean  un 
tor  you'- 

ity  .  *'*  qual'tres 

Whafs  more-thei 
.U  with  modern  arch. 


B.  B.  LESSAM  &  ASSOCIATES 


2917  Carnegie  Are.,  Cleveland  15,  Ohio  National  Sales  Distributor _ Phone;  SUperior  1-5800 


